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The Indianapolis Star 


is the only paper in Indianapolis which insists 
that every advertiser shall know all about both 
quantity and quality of its circulation. 

THE INDIANAPOLIS STAR has more paid 
circulation than any paper in Indiana. 


GENERAL OFFICES: 
Corner Market St. and Monument Place, tndianapois, Ind. 


C, J. BILLSON, REPRESENTATIVE FOREIGN ADVERTISING, 
Tribune Building, New YorkeChicago. 














PRINTERS’ INK. 


| $5.00 Per Year. 


The sub-title of Printers’ Inx is, A Journal for Adve. 
tisers. It is published weekly by Geo. P. Rowell, 10 Spruce 
Street, New York City, at a subscription price of five dollar 
per year. 

The marvelous development of American advertising runs 
parallel with the history of this journal, From the first it has 
stood for the practical, common-sense things which have to do 
with business promotion, and it is the recognized authority 
among the world’s advertising publications. The rules and 
reasons which govern correct advertising methods are not diff. 
cult to discover, but they need frequent and repeated restating 
in their various phases to emphasize the vital differences be. 
tween the genuine and the false. This is just the work which # 
PRINTERS’ INK can be guaranteed to do, An especially valu. § 
able feature in nearly every number, for instance, is an author § 
ized interview with some successful business man, setting forth 
clearly and frankly his experience in the advertising field, 
These interviews cover various lines of activity, but each isan 
invaluable inspiration to every thoughtful and ambitious man, 

So it is with Printers’ INK throughout. Theory has to 
make room for reports of actual results. The service which 
this journal gives its readers is one not to be obtained else. 
where, although there are many imitators, 

The advertising business is engaging the thought of some 
of the brainiest men in the world. The present time sces some 
wonderful things accomplished in the way of publicity, but 
greater work is certainly to come. The possibilities which are 
open to a young man or a young woman entering this field are 
stimulating to a superlative degree. ‘The stories of high salaries 
which go with responsible advertising positions are calling 
attention to these possibilities, and many “courses” of advertis- 
ing instruction are now being offered, but a careful study of 
the lesson which Printers’ INK brings each week, at a cost of 
less than ten cents, cannot fail to give an intelligent and prac- 
tical knowledge of the principles which are necessary to success 
in advertising work. Such has been the experience of many 
men who earn their thousands each year. No advertising 
“course” can show equal results. 

PRINTERS’ INK is not designed to entertain, but its reading 
becomes of exceeding interest. Combine with this its value as 
a general business adviser and it will be readily seen that it is 
a proposition which no man of affairs can afford to overlook. 

If you have never seen a copy of this journal, send ten cents 
for one. The first number you receive will probably give you 
a pointer valuable enough to abundantly repay you for the 
effort and the ten cents. Pretty certain that you'll becomea 
regular reader. 

Haverhill, Mass. ARTHUR B. RIGNEY. 
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Vot. XLVI. 


THE TRUE INWARDNESS OF 
TYPEWRITER ADVER- 
TISING. 


“Perfect alignment.” 

“Greatest speed.” 

“Lightest touch.” 

“Absolute simplicity.” 

These phrases figure over and 
over in typewriter advertising, and 
have been stock arguments so long 
that most typewriter publicity looks 
cut-and-dried to the outside ob- 
server. Typewriters are exploited 
from the technical side, but the 
chief advantages are possessed by 
all the standard machines, or claim- 
ed by them, evidently. 

“Isn't typewriter advertising 
pretty narrow? Couldn't the field 


for typewriters be broadened by 


advertising that would educate 
people to use them? The argu- 
ments put forward now are in- 
telligible only to those accustomed 
to typewriters—a small class com- 
pared to all the people. Why don’t 
you do something to _ interest 
women in typewriters? The 
woman of to-day, with her large 
home, social life and clubs, needs 
a telephone to transact her busi- 
ness. Why shouldn’t she have a 
typewriter ?” 

These questions were put to 
Wolstan Dixey, who for some 
months has had charge of the ad- 
vertising of the Smith-Premier 
Typewriter Co., New York. His 
varied experience in advertising, 
ranging from proprietary remedies 
to cash registers, makes him just 
the man who would go to the bot- 
tom of dead wood and fallacies 
when undertaking a new proposi- 
tion. 

“Well, why shouldn’t typewriter 
advertising be technical?” he re- 
plied, after some thought. “Is there 
anything more technical than a 
writing machine?” 

“But there’s a human side to the 
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typewriter, isn’t there? Take the 
‘perfect alignment’ argument, for 
example. What’s the use of in- 
sisting on that point year after 
year? Even the little five-dollar 
contrivance that prints from rub- 
ber type has a dead-level alignment. 
In these days when a man buys a 
typewriter he gets perfect align- 
ment as a matter of course, just 
as he gets laces when he buys a 
pair of shoes. Now, why not talk 
the advantages and saving of the 
typewriter to people who have 
never used it, taking them class by 
class? Why not issue literature for 
women and demonstrate the value 
of the writing machine in the home 
through such mediums as the La- 
dies’ Home Journal and Delinea- 
tor?” 

“Those are pointed questions, 
but they come from the outside,” 
said Mr. Dixey. “You can’t di- 
vorce the advertising from the busi- 
ness. Typewriter advertising may 
look effete to the outsider, but it 
fits the conditions of the typewriter 
business. Now, I believe in edu- 
cational advertising when it is ne- 
cessary to educate—when you have 
something entirely new, such as a 
cash register. But the typewriter 
is not new. Like the sewing ma- 
chine, everybody concedes its prac- 
ticability and necessity. We might 
sell more typewriters by going into 
special fields, but the most profit- 
able field to be worked is that of 
the modern business world. The 
office is the object of attack in all 
typewriter advertising, and the na- 
tural increase in the business 
equipment of the United States is 
so great that the typewriter manu- 
facturers have some difficulty in 
keeping up with the demand. The 
Smith-Premier business this year 
is thirty per cent greater than that 
of any previous period in the com- 
pany’s history. Not long ago we 
temporarily suspended most of our 
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advertising because we couldn’t get 
machines fast enough until our 
new factory in Syracuse was com- 
pleted. 

“Here’s where all the typewriter 
advertising is aimed, then—at the 
business. man. Now, when the 
business man wants a typewriter 
there’s a single question he asks 
—Which make?’ There’s where 
the technical arguments count. 
The typewriter public has been 
thoroughly canvassed and circular- 
ized. It knows the names of all 
the high-grade machines, and some 
of the principal arguments that 
each puts forth. The business man 
wants three qualities in a writing 
machine—good work, time-saving 
and the least cost. In demonstrat- 
ing the merits of your machine 
you’ve got to get right down to the 
technical side—its construction. 
The strongest selling point in type- 
writer advertising to-day is visible 
writing. ‘See here,’ the advertise- 
ment says, ‘your work is right be- 
fore you—no time or labor lost 
lifting a heavy carriage.’ ‘By Jove, 


that’s just what I want,’ the busi- 
ness man exclaims; ‘it'll save my 


operators’ time.’ But there are 
technical defects to the visible writ- 
ing machines, while some of the 
others have merits that don’t ap- 
pear so readily. Advertising must 
bring these out. The Smith-Pre- 
mier is not a visible writing ma- 
chine, but operates on what is 
called the wunderstroke principle. 
The writing appears at the bottom 
of the platen, while that of the 
visible writing machine appears at 
the side. i 
bility, for our carriage is hung so 
nicely that it can Lz swung forward 
with a slight touch of the thumb 
and forefinger. There is no lifting, 
and only an infinitesimal loss of 
time saved by the visible writing 
machines. No visible writing ma- 
chine has the double keyboard. 
There is a loss of time in operating 
the shift key that changes from 
lower case to capitals. Then the 
friction of the Smith-Premier me- 
chanism is almost nil, which is 
another time-saving point. Last, 
the construction is strong and 
simple, so that there is little time 
lost in waiting for repairs. These 


We liave practical visi-’ 


features make an impression on 
men who have had experience with 
different makes of typewriters, 
while arguments such as_ visible 
writing are the ones that catch the 
inexperienced. Our advertising 
must go into technicalities to be at 
all effective with the man who con- 
templates buying a typewriter. He 
is the only man we aim at. The 
typewriter proposition is simply 
that of gathering the apples that 
are ready to drop—not in trying to 
make green ones ripen. I know the 
value of educational advertising, 
but the typewriter public is already 
educated. Special advertising for 
women might bring good returns, 
but it is my belief that the cheaper 
writing machines do most of the 
educational work. The man buying 
a typewriter for the first time, un- 
less he has learned that things are 
always worth what they cost, will 
usually settle on one of the $25 or 
$35 or $50 machines, which are 
good for the price. These eventu- 
ally educate him to the advantages 
of the $100 machine. He comes in- 
to our class sooner or later. The 
low-priced machines carry on the 
work of education. 
“Smith-Premier advertising is 
scattered through a wide range of 
mediums. We are in the maga- 
zines all the time, and in the best 
newspapers. Much of the com- 
pany’s newspaper advertising is ar- 
ranged on an_ exchange basis, 
Does it pay? Why, of course, so 
long as we fill the space with ‘good 
copy. My work has been almost 
entirely technical. Folders and 
booklets have all gone into details 
of construction. When I came 
here Mr. Alexander T. Trown, 
the inventor of the Smith-Premier, 
went over the, machine with me 
and showed me its principles. One 
fine point, for example, that has 
be- used to good effect in our ad- 
vertising is the interchangeable 
platen. Sometimes in the rush of 
office work it is necessary to write 
a telegram or letter in a hurry. 
The typewriter may have some 
complicated. manifolding or tabula- 
tion under way which, if removed, 
cannot be accurately readjusted. 
The platen can be lifted out in such 
cases, paper and all, intact, and 
(Continued on page 6.) 
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Little Lessons in Publicity—Lesson 18. 


Publicity is Power 


Publicity is the greatest factor and force in business. This 
seems a pretty broad statement, but on serious consideration it 
cannot be successfully contradicted. Macaulay said: ‘“Adver- 
tising is to business what steam is to machinery—the great pro- 
pelling power.” Thousands of similar quotations could be set 
forth, but lack of space prevents. 








THE INDIANAPOLIS NEWS 


is the publicity proposition representing the greatest power in Indianapolis and 
Indiana advertising. Has a larger paid circulation than all other Indian- 
apolis papers combined. 


THE NEWARK (N. J.) NEWS 


is the most powerful factor in New Jersey advertising. ‘Covers Newark like 
a blanket,’’ offering the greatest amount of publicity at the minimum cost. 
Has a Sunday issue. 


THE MONTREAL STAR 


is the power in Canadian advertising that may be termed almost hypnotic. It 
reaches every day ninety per cent of the English-speaking families in the 
metropolis ot Canada. 


THE MINNEAPOLIS JOURNAL 


isa magnetic power in Northwestern advertising. Reaches ninety per cent 
of the homes of the purchasing classes every day, drawing to advertisers the 
trade of the great city of the prosperous Northwest. 


THE WASHINGTON STAR 


is a prominent factor in National publicity, as well as the greatest force in 
Washington advertising. Is delivered regularly every day into over ninety- 
two per cent of the white homes in its city of publication. 


THE BALTIMORE NEWS 


is a powerful proposition for Southern advertising—second to none in point 
of circulation, according to the American Newspaper Directory. Covers 
afield that three morning papers divide, reaching more homes in Baltimore 
every day than any other newspaper. 




















_ The above list of high-grade evening dailies solves the pub- 
licity problem for the respective cities. 


M. LEE STARKE, 
Mgr. General Advertising. 


Tribune Building, 
* NEW YORK, 


Tribune Building, 
CHICAGO, 
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another platen holding a telegraph 
blank or letter sheet substituted. 
The practical business man wants 
to know just three things about a 
typewriter—What kind of work 
does it do? How much time and 
labor does it save? How will it 
wear? Almost any machine does 
good work when it is new, but 
only experience demonstrates the 
difference between the machine 
that stands hard service and the 
one that continually loses time 
through breakdowns. These points 
must be covered with technical 
literature. By that I don’t mean 
technical language. All the feat- 
ures of a complicated machine can 
be described in the simplest terms 
—practically, the advertising litera- 
ture deals with what the machine 
does rather than how it does it. 
Levers, screws and thingumbobs 
don’t interest people, and the point 
is to know when the line of pop- 
ular interest has been passed. 
“Some of our best advertising 
the past few months has dealt with 
the inventor of the Smith-Prémier 
—Mr. Alexander T. Brown. The 
impression got abroad during some 
changes in typewriter interests that 
the man who invented the Smith- 
Premier had left this company, so 
some of our advertising energy has 
been expended to caunteract this 
false notion. This was accomplished 
successfully by ads showing Mr. 
Brown’s portrait, and a booklet 
called ‘The Man Behind the Ma- 
chine.’ When a rumor of this sort 
gets abroad I think it wise to fight 
it with advertising, but to make 
no reference to the rumor. Simply 
give the answer. Half of the peo- 
ple haven’t theard the rumor any- 
way, and if you call attention to it 
they will want to look it up. By 
giving the answer and ignoring 
the rumor your ad stands on its 
merits as an advertising argument 
pure and simple, while those who 
know the rumor recognize it as a 
clean denial. This is the wise policy 
also, I think, in dealing with a 
competitor.” Jas. H. CoL.ins. 
Ir is lots easier to slide down the 
banister than to climb the stairs. You 
can slide down to obscurity in business 


without trouble, but it takes climbing to 
make a success. 








A Little Chicago) 








Philosophy 


If a solicitor or salesman visits 
in one day ten people of a certain 
class, and sells his wares to three, 
how many sales will the solicitor 
or salesman make who visits in 
one day twenty people of the 
same class? 

If an advertiser offers his 
wares through the advertising 
columns of a newspaper having a 
given circulation to a certain class 
in a given territory, how much in- 
creased is the opportunity for 
making sales of the same wares 
advertised in the columns of a 
newspaper having double the cir- 
culation of the same class in the 
same territory? 





Advertisers are gradually solving the 
above problemsas applied to THe Cuicaco 
ReEcorD-HERALD and its nearest com. 
petitor. 











CHICAGO’S 
FIRST FOOD FIESTA 


February 20 to March 12, 1904 


The exposition aims to bene- 
fit Chicagoans, who represent 
one-fortieth of the United 
States population, by convinc- 
ing them that Reputable Trade 
Mark Products supersede the 
dubious, unbranded and bulk 
foods in healthfulness, econ- 
omy, flavor and superiority, 
and thus proegar pe 4 increase 
the annual sales of enterprising 
and creditable manufacturers, 


The Chicago Daily Tribune 
has contracted to act as public- 
ity promoter of the Chicago 
Food Fiesta, 

For Plans, Details and Cost of 

Exhibits, Apply to 

THE COLISEUM COMPANY 

135 Adams Street Chicago 
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A SPECIAL POSTAGE RATE 
FOR BUSINESS PERI- 
ODICALS. 


For more than a year there has 
been on foot a movement to secure 
for business periodicals, or “house 
organs” as they are generally 
called, a special postal rate and 
classification. This movement is 
directed by an organization known 
as the Associated Publishers of 
Commercial Periodicals, the presi- 
dent of which is Russell L. Mitch- 
ell, of the Pittsburg Dry Goods 
Co. Pittsburg. Three bills are to 
be introduced in Congress by Rep- 
resentative John Daizell, of Penn- 
sylvania. ‘The first provides that 
pieces of mail matter identical in 
form may be mailed at the present 
pound rates without stamps when 
presented in quantities of 2,000 or 
more. No. 2 provides for the estab- 
lishment of a fifth class of mail 
matter to include regularly issued 
private commercial periodicals, 
published at least four times a 
year, which are to be mailed at six 
cents a pound. Bill No. 3 provides 
for the consolidation of the present 
third and fourth classes of mail 
matter and puts into a new fourth 
class all business periodicals that 
are published within certain re- 
strictions, six cents a pound to be 
the rate therefor. These bills, it 
is said, have been prepared with 
the assistance of Edwin C. Madden, 
Third Assistant Postmaster-Gen- 
eral, and it is also asserted that the 
postal officials are in favor of 
changes in the regulations that will 
facilitate the mailing of this rew 
class of matter. If the department 
can even accept business periodi- 
cals without stat.ps affixed it will 
be a convenience to both the post- 
office and the firms mailing them, 
as such matter is more easily 
handled. The restrictions put upon 
this matter will probably draw the 
line sharply between real business 
Periodicals and advertising litera- 
ture proper. About 400 business 
periodicals of all sorts are now 
published in the United States. 
Some of them are nothing more 
than periodical circulars, and do 
not appear to be entitled to any 

‘ special privileges. Others, on the 


contrary, are publications of gen- 
eral interest quite apart from their 
advertising value. Probably the 
most widely known of these and 
the one that approaches nearest the 
general magazine is the New York 
Central’s Four-Track News. This 
is so broad in its scope as to be 
clearly eligible for the present 
fourth-class privilege. Red Cross 
Notes, a monthly published by 
Johnson & Johnson, makers of sur- 
gical appliances, New Brunswick, 
N. J., is really a medical journal of 
genuine value to the practitioner, 
containing original articles that 
have almost no bearing on the 
firm’s products. Another class of 
publications of importance to the 
reader as well as the firm publish- 
ing them is the “price-current” bul- 
letins issued by grocery, drug, 
hardware and other wholesale 
houses. These are now sent at 
regular printed matter rates. The 
Associated Publishers of Commer- 
cial Periodicals is composed of 
such firms as Austin, Nichols & 
Co., New York; C. F. Blanke Tea 
& Coffee Co., St. Louis; Bradley 
Shoe Co., Chicago; the Interna- 
tional Harvester Co., Chicago; P. 
& F. Corbin, New Britain, Conn.; 
Joseph Dixon Crucible Co., Jersey 
City; Johnson & Johnson, New 
Brunswick, N. J.; E. F. Houghton 
& Co., Philadelphia; Hill, Clarke 
& Co., Chicago; Larkin Soap Co., 
Buffalo; Logan-Gregg Hardware 
Co., Pittsburg; Cahn, Wampold & 
Co., Chicago; Wolf Co., Chambers- 
burg, Pa.; Mitchell, Schiller & 
Barnes, New York; Sherwin-Will- 
iams Paint Co., Cleveland. The 
organization has held two conven- 
tions—one in Chicago, 1902, and 
one in New York, tro01. Mr. 
Mitchell, the president, has given 
a great deal of his time to the 
movement, making repeated visits 
to Washington. The secretary of 
the association is William Henry 
Baker, advertising manager of 
Mitchell, Schiller & Barnes, 52 
Broadway, New York. He invites 
correspondence on the subject from 
any business man interested in se- 
curing the new rate and classifica- 
tion. 





Fake advertising is like fake religion 
—it don’t last long. 
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. “PAINT.” 


The O. J. Gude Co. owns more 
than twenty miles of iron and 
lumber bulletin boards in New 
York and along the railroads run- 
ning out of the city, and in addi- 
tion to these the company also 
controls about 1,000,000 square 
feet of blank wall space in desir- 
able locations. In fact, it is dif- 
ficult to find any corner of the me- 
tropolis, however remote, where 
one can truthfully say that no ad- 
vertisement bearing the com- 
pany’s imprint is in sight. To the 
observer not familiar with the 
true state of affairs it would ap- 
pear as though the company held 
a close monopoly of outdoor ad- 
vertising. It reality, however, it 
is not a “trust,” but simply a thor- 
ough organization, holding the 
field through superior business 
tactics. 

The position of New York as 
the centre of the country’s activity 
makes outdoor advertising pecu- 
liarly desirable. There are cer- 
tain locations frequented by vis- 
itors where outdoor advertising 


may be said to have a national 


circulation. This transient popu- 
lation, with its eyes continually 
opened for the novel, makes it 
well worth while to spend a thou- 
sand dollars or more a month for 
the side of a building on Broad- 
way that will be exposed while the 
foundations of a new structure 
are being sunk next door. It also 
accounts for the ingenious im- 
provements in bulletin boards 
which are introduced from time 
to time. A year or so ago the 
electrically lighted board was put 
into operation in Madison Square, 
while to-day the oddity most re- 
marked is the Wilson Whiskey 
sign with its siphon bottle pour- 
ing real water. It is asserted that 
such a bulletin opposite the bar- 
room of a large uptown hotel had 
a material effect in swelling the 
receipts for highballs, as the real- 
ity of the sign made passersby 
thirsty. 

Outdoor advertising is regarded 
as a valuable auxiliary to news- 
paper advertising by some authori- 
ties, while others assert that bul- 
letins—or “paint,” as the medium 


is technically known—really aij 
for supplementary newspaper pub. 
licity, and decrease the cost of g 
campaign by making it possible fp 
produce a given effect with leg 
newspaper space. After a certain 
interest has been aroused by the 
condensed information spread by 
bulletins the rest of the story jg 
told in the papers. These oppos 
ing views are questions for the 
doctors to settle among them 
selves. Each seems reasonabk 
enough, and probably both are 
practical. 


“Tt would not be wise to assert 
that the bulletin has no limita 
tions—and it wouldn’t be true” 
said O. J. Gude to a Printmy 
INK reporter some time 
“Paint acts as a schoolmaster to 
an audience that isn’t interested, 
and doesn’t really want to go to 
school. The advertiser on the 
bulletin boards cannot enter into 
arguments with this audience. It 
won't have time to read as it is 
whirled by on train or trolley. It 
won't stop to read when it walks, 
So we make a point of never put 
ting onto a bulletin anything that 
requires the reader to give his 
attention, or to bring his mind to 
bear on a question. Paint works 
subconsciously. It imparts infor 
mation imperceptibly. By and by 
the public knows something about 
‘Force’ or the ‘Robert Burns CG 
gar’ without knowing how it 
knows. We can’t tell any extend- 
ed story, but we can associate a 
name or trademark with a com 
modity, and they will remain in 
association a long time. Paint 
would even harm some articles. 
With an expensive commodity 
purchased by the exclusive 
wealthy classes bulletins would 
produce just the opposite effect 
that they do on the masses. The 
classes like to decide things fot 
themselves, take pride in being 
connoisseurs, resent suggestions 
or information that are at all com- 
mon, take the untrodden path and 
the little known commodity. Be 
sides, such articles do not have 4 
wide enough sale to respond {0 
paint. But paint helps the me 
dium-priced popular article be 
cause it tells the masses how t0 

(Continued ompage 10.) 
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DURING 1903 


THE 


CHICAGO TRIBUNE 


CARRIED 


NEARLY TWO MILLION 


more agate lines of advertising than any 
other morning and Sunday 
paper in Chicago. 





TRIBUNE, - 1,562,758 agate lines 


4< 


Record-Herald, 5,583,580 


Inter Ocean, - 4,101,719 





Chronicle, - - 2,494,445 


Examiner, - - 4,997,685 
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buy, enables them to dictate their 
expenditures, gives them an assur- 
ance of quality backed by a re- 
sponsible firm. The masses ac- 
cept information from the boards, 
and the boards are close to them. 
A rich man doesn’t want univer- 
sal information about the things 
he eats, or wears, or smokes, or 
drinks. The average man and the 
poor man regard it as the proper 
thing to buy what everybody else 
buys, or knows from experience 
that an article heavily advertised 
is good. When it comes to whis- 
key, for instance, the masses put 
more faith in the advertising man- 
ufacturer than in the saloon’s own 
bottling. It is the same with gin- 
ger snaps, milk biscuit, cigars and 
all the other medium-priced goods 
thus exploited. A strange fact in 
human nature, however, is that 
while paint will not sell individual 
commodities to the exclusive 
classes it is thoroughly successful 
as a means of advertising high- 
class stores like Vantine’s.” 

The small advertiser is not a 
factor in bulletin publicity—at 
least, not in the sense that he is 
with newspapers, which not only 
undertake to make profitable a 
small merchant’s few hundreds of 
dollars, but have something to of- 
fer the man who wants to spend 
twenty-five cents in seeking work. 
But on the boards of New York 
City are to be seen the announce- 
ments of advertisers who spend as 
many thousands yearly as the 
small merchants spend hundreds, 
anl they make it pay. In certain 
instances, like that of R. A. 
Schoenburg & Co., electrical fit- 
ters, the boards have been used al- 
most exclusively to build up a 
profitable business. Bulletins can 
be used to cover a retail store’s 
neighborhood to good advantage, 
and are more sightly and durable 
than paper, as well as consider- 
ably less costly. Paint is also used 
extensively nowadays by the New 
York theatres, as the long runs of 
plays make this form of publicity 
feasible. 

The vast amount of space con- 
trolled by the O. J. Gude Co. has 
all been obtained in open compe- 
tition and represents the working 


of a highly organized force. Untij 
very recently the company had 
never employed a solicitor to gelj 
space to advertisers, as new acces. 
sions were immediately disposed 
of on existing contracts and there 
was not enough space to fill de. 
mands. The building boom now 
prevailing in New York has made 
available a great deal of new gs 
while better methods of utilizj 
locations have been devised. A 
large force of solicitors is cop. 
stantly employed in seeking new 
locations, however. Space to be 
uncovered by destruction of build 
ings is often bought months in ad- 
vance. The prices paid for Broad- 
way locations are in the thousands 
cf dollars for very short periods, 
but the steady demand for such 
spaces indicates the effectiveness 
of this general publicity. Good 
prices are sometimes paid for lo- 
cations not on main traveled thor 
oughfares, but there is naturallya 
wide discrepancy between _ the 
yearly rental of a wall in Harlem 
and one on. Madison Square. In 
some instances the firm’s solicitors 
ardently seek the property owner 
or agent, while in other cases the 
property owner becomes a pest to 
the solicitor, under the impression 
that his wall or chimney is valu- 
able, though it may be quite worth- 
less for advertising purposes, re- 
gardless of price. Newspaper 
stories about the prices paid for 
Broadway locations have created 
an impression that every bit of 
exposed building surface is price- 
less. One of the ways in which 
an old building can be used is 
that of covering it ‘completely with 
a frame bulletin board, the ten- 
ants moving out and the advertis- 
ing privilege bringing more« profit 
than rents. There are several 
other concerns in the field, while 
independent advertisers are at lib- 
erty to seek their own locations 


and paint their own bulletins. All § 


the Omega Oil bulletins in New 
York City are controlled by that 
company. The Gude Co. has the 
city divided into districts, each 
under the charge of a district fore- 
man, and bulletins are taken care 
of by men who know the district 
thoroughly. A similar method 1s 
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followed in securing new loca- 
tions. The firm, by its organiza- 
tion, has become the largest in the 
country. 

Remarkable developments have 
been made in the technical work 
of painting bulletins. Not all are 
beautiful, perhaps, but certainly 
the greater number are striking 
and novel. The actual painting is 
done very quickly. For each ad- 
vertisement a small model picture 
is frst drawn. This model is di- 
vided into squares according to a 
certain scale, and the wall, after 
being given a priming coat, is also 
divided into large squares measur- 
ing fifteen feet. Each square is 
then painted according to the 
model. Where fine work is called 
for, as with features, hands or 
small details in a portrait, the fif- 
teen-foot squares are divided into 
smaller ones. This principle is 


well known to anybody who has 
taken first lessons in drawing. The 
average length of time a wall is 
exposed to view when the building 
next to it has been torn down to 
make way for a new structure is 


said to be four months. Ten and 
twelve-story bulletins have become 
somewhat common in New York 
the past year or two. Their di- 
mensions are always prodigious, 
however. An eleven-story Wilson 
Whiskey bulletin on Broadway 
last winter liad a siphon bottle two 
stories high, a whiskey bottle 
forty-eight feet high and-a glass 
one story high. The head of the 
“highball man” was larger than 
that of the Statue of Liberty. 


WHY SOME _ PEOPLE DON’T 
BOTHER WITH ADVERTISING. 


It is always noticeable that when 
a man doesn’t have life enough to do a 
thing he makes the excuse that it 
wouldn’t pay, that there is no use bother- 
ing with it. It is always a great deal 
easier to tell why you don’t believe it 
will pay to do a thing than it is to go 
ahead and do it.—Michigan Tradesman. 





An advertisement should be just long 
encugh to cover the idea you wish to 
impress upon your readers and no longer. 
When it is spun out too long it becomes 
too thin to warm the desire you seek to 
inspire. When it is cut too short it 
leaves people to guess at what you 
mean, and when it comes to guessing 
they’re almost sure to guess against your 
interests.x—Jed Scarboro, 
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IF YOUR SALES WERE DOUBLED 
TO-MORROW— 


How much lower would your ratio 
of expense be? Figure that question 
out and it may show you how the de- 
partment store can undersell its rivals 
and still make more money than they 
do. If crowds of buyers forced you 
to do so you wvuitld skirmish around 
and find a lot of room that now goes 
to waste. If the growth kept up you 
would soon need more room. But it is 
certain you would not need _ twice as 
much as you now have. Your time 
would cost you no more. Doubtless 
you would need some extra help, hut 
not twice as much as you now have. 
Advertising, heat, light, taxes and in- 
vestment would all increase some, but 
not one of them would double or any- 
thing like it. If you are satisfied that 
you could double your present business 
for less than double the expense, it 
necessarily follows that you could safe- 
ly lessen your selling prices without 
paring your net profit. That is all 
there is to the department store prob- 
lem that worries so many people. There 
is not a particle of mystery about it. 
Many lines under one roof mean a 
emailer record of expense. Each new 
line cuts the ratio down still lower. 
As expense comes down prices can be 
cut under the point to which one-line 
houses dare descend. Lower selling 
rices mean an ever-growing business. 
fore business helps to lower prices 
and lower prices help to more business. 
Have you added a new line lately? 
It is one of our notions that no retailer 
lives up to his ye who does 
not keep on the lookout all the time 
for new lines to add Because 
you cannot handle’ twenty lines 
under one roof is no reason why 
you should not handle two or four or 
six. To-day’s big stores were once 
small ones and most of them started 
with but a single line—Folder from 
Butler Brothers, Chicago, 
peat: MB: Ooch. it Ve 
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Linco.in, Nes. 
(GERMAN WEEKLY.) 


Actual Average 

Circulation - 145,448 
Our biggest circulation is in the States of 
Iowa, Wisconsin, Minnesota, Nebraska. 


Illinois, etc., in the order named. Allsub- 
scriptions paid in advance. Flat rate, 35c. 


Clever Idea for Sale 


I havean unusually clever 
mail-order idea that 
peoanhs a clear profit of 
$321 in just three weeks on 
an investment of $50. 
be worked on smaller or 

r scale, and will yield 
jonate returns. I 
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The field is ~ig and praction } 
and I will on ie — = is 
PO! or $5. ively no misrepre- 
sentation. I have nothin ‘4 else to sell. 
V. H. RAINBOLT, Box 60, Bloomfield, Ind. 
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WITH ENGLISH ADVER- 
TISERS. 


By T. Russell. 


One of the characteristics of ad- 
vertising has been lately rather 
amusingly illustrated. It may be 
taken as an indisputable fact that 
any statement which is frequently 
repeated, even with contradiction, 
is much more likely to be generally 
accepted as true than if it had been 
left alone. This fact lies at the 
bottom of the objection entertain- 
ed by all experienced advertisers 
against open attack upon competi- 
tors. The moment you mention cr 
hint at a competitor you advertise 
him. The more you ignore him the 
less he is likely to be formidable. 
Silence is by far the strongest 
weapon. 

* * * 

Very well. Now perceive the 
application. As every reader of 
Printers’ INK knows, Mr. Joseph 
Chamberlain has lately made pro- 
positions for the imposition of a 
tariff on imported goods in this 
country, including food. With the 
merits of this proposition I have 
nothing to do here, and I do not 
propose to state my own view of 
the matter, though I hold a pretty 
strong one, and may at some future 
time feel called upon to discuss 
the advertising application of it. I 
am now concerned with’a piece of 
tactics adopted by one of the sup- 
porters of Mr. Chamberlain, as 
illustrating the maxim of adver- 
tisement-lore above referred to. 
In the Daily Exbress of London, 
which supports Mr. Chamberlain, 
and is owned by Mr. Cyril Arthur 
Pearson, in some respects a very 
able advertiser, a flagrant breach 
of this maxim has lately been com- 
mitted. As soon as Vir. Chamber- 
lain admitted that it wo-'4 be im- 
possible to put a tariff on us. “~- 
ports of Great Britain without tax- 
ing, among other things, food, the 
adversaries of his policy began to 
warn the electors: “Mind, if you 
allow this your food will cost you 
more.” For some reason this ar- 
gument greatly exasperated Mr. 
Pearson or his editor, and the Ex- 
press began a very persistent attack 
upon it. Day after day it was re- 
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verted to, in prose and verse, And 
eventually a rather ingenious 
scheme was promulgated. Mr 
Pearson offered a prize of $125 
for “the parrot which can repeat 
with the greatest distinctness the 
ridiculous phrase, ‘Your food wif] 
cost you more.’” I do not know 
whether this offer was seriously 
made, or whether it was a mere 
joke. I do not know whether the 
prize has ever been awarded, nor 
do these things matter. The point 
is that the offer, whether seriously 
meant or merely jocular, was te- 
ported and commented upon’ in all 
the other papers, which was no 
doubt very good advertising for the 
Express, but it was uncommonly 
bad advertising for Mr. Pearson's 
political friends. For the phrase, 
“Your food will cost you more,” 
has got into every one’s mouth. It 
is heard in the street, the club, the 
railway train, the home, on the 
stage, and from the pulpit (I dare 
say), and the whole land rings with 
it. It was a pretty formidable ar- 
gument in the first instance; but it 
is an established axiom now, and 


if, as recent by-elections seem to 
show, the feeling of the country is 
against Mr. Chamberlain, the will 
have a very great deal to charge 
Mr. Pearson with, for it is Mr. 
Pearson who has impressed upon 
every one’s mind that “Your food 


will cost you more.” The argu 
ments against it are forgotten, 
just like the arguments of a com- 
bative advertiser against his rival; 
but the phrase itself has stuck. 
This is one more lesson for adver- 
tisers. 
* * * 


A good deal of attention was 
excited, and a good deal of free 
advertising—chiefly jocular—ob- 
tained, by the termination of the 
installment system offer, in_ the 
--me of the Times, on the En- 
cyciopedia Britannica. Up to De 
cember 19th you could have the 
Encyclopedia on monthly pay- 
ments for ahout half what you 
would be called upon to pay m 
spot cash after that date. A 
scheme worked by the people be- 
hind this enterprise on the last day 
is worthy of record, on account of 





PRINTERS’ INK, 


its daring. They have always had 
one of the most perfect keying 
systems in the world and of course 
there were on recora thousands of 
names of people who had applied 
for particulars of the Encyclopedia 
offer and never gone any further. 
On December roth they sent tele- 
grams to 150,000 of these names, 
reminding the inquirers that the 
opportunity was about to vanish— 
now or never was the time; and I 
am told that in spite of the great 
expense of the operation it paid 
well. One curious incident oc- 
curred in this connection. A man 
wrote to the Daily News to com- 
plain that a telegram arrived at his 
house addressed to a former tenant 
who had removed. Thinking that 
it might be of importance, the con- 
scientious householder hied him to 
the city, sought out his late ten- 
ant’s office, found that the latter 
had gone home, followed him there, 
to the other extremity of London, 
and delivered the feverish tele- 
gram. On being opened, it proved 
to be a recommendation to pur- 
chase the Encyclopedia Britannica 
ere it was too late. I think this 
man had a just grievance against 
the promoters of the Encyclopedia 
offer. It would be interesting to 
know whether they compensated 
him, as they were of course not 
legally bound to do, though I 
think there was a strong moral 
claim. 
* * * 

In a court of law the other day 
a plaintiff sought to recover com- 
pensation for having been induced 
to purchase certain furniture, 
valued at about $2,300, by false rep- 
resentations embodted in an adver- 
tisement. Counsel read the adver- 
tisement, offering an actress’s 
houseful of furnitu-e at half cost, 
as she was going abroad. In an- 
other case the dealer had been 
more specific. The goods were 
the property of a gentleman who 
was going to Johannesburg, and 
who offered his furniture for $500. 
Only a few months before (accord. 
ng to the advertisement) it had 
cost $1,250. Defendant admitted 
that these statements were false. 
There was no actress. There was 
no gentleman going to Johannes- 
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burg. “A very ordinary trade ad- 
vertisement,” said the defendant. 


* * * 


This answer provoked a striking 
comment from the bench. I report 
the colloquy between the Judge and 
the defendant. 

Mr. Justice Darling—I won’t al- 
low you to say that. All trades do 
not advertise on those lines. Is it 
true or untrue? 

Witness—It was some of our 
own stock. 


a * * 


In summing up the case to the 
jury the learned Judge commented 
severely both upon the false pre- 
tenses employed in this particular 
case and upon the witness’s dis- 
ingenuous plea that general adver- 
tising partook of this discreditable 
character, and the jury found un- 
hesitatingly for the plaintiff. I 
think this case important on ac- 
count of the spirited protest of the 
Judge and his defense of adver- 
tisers as a class. Mr. Justice Dar- 
ling is a man of the world—which 
some judges are not—and he had 
the sense to know that advertising 
based upon fraud or on false al- 
legations is not, and could not be, 
anything but the exception to an 
honorable rule. 

—_+9)——— 





We. regard the American 


Newspaper Ditectory by all 
odds the most complete and 
reliable guide that the adver- 
tiser can make use of; in 


fact, we usé no other — 


R. V. Pierce, Presi- 
dent World's Dispen- 
sary Medical Associa- 
tion, Buffalo, N. Y. 
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A REVIEW OF THE ADVER- 
TISING PAGES OF THE 
JANUARY MAGAZINES 





I have been greatly impressed in 

looking through the advertising 
pages of the leading magazines for 
January, and comparing them with 
those which appeared in the same 
publications ten years ago. One 
has to do no more than this to 
realize the remarkable advance in 
the quality of and the phenomenal 
increase in the quantity of Ameri- 
can advertising. 
- There are many new faces scat- 
tered among those dear old fam- 
iliars—Pears Soap, Ivory Soap, 
Mellin’s Food, Packer’s Tar Soap 
and others—which are strong and 
vigorous and bear all the charac- 
teristics of success. They tell the 
story of the growth of diversified 
industries and the general pros- 
perity of the commercial world as 
nothing else would. 

Among the many striking ones 
it is difficult for even a conserva- 
tive judge to render a decision as 
to which is the best business bring- 
ing advertisement. Indeed it is 
doubtful if any decision one or a 
dozen men might arrive at would 
be agreed to by the next man or 
the next dozen selected to sit in 
judgment. There are, however, 
certain ones which, judged solely 
as creators of actual sales, are un- 
questionably as near perfection as 
art and literary phrasing can make 
them. Specially noticeable in this 
class are the full-page advertise- 
ments of Libby’s Veal Loaf, Elgin 
Watch, Ivory Soap, Schlitz Beer. 
Karo Corn Syrup, the Prudential 
Insurance Co., and Mellin’s Food, 
The full page occupied by Van 
Camp Packing Co. is striking in 
design, but lamentably weak in 
matter and ineffective in conse- 
quence. The same may be said of 
the advertisement of the Edison 
Phonograph. Weber’s Pianos, Peer- 
Jess Motor Cars and several other 
full pages. Too much thought has 
been given to the picture and too 
little to the text. 


Several of the most effective 
pages, notably those of the Postum 
Cereal Company, Armour & Co, 
Tiffany & Co., and N. & G. Taylor 
Co., rely wholly on type matter, 
without. the usual illustration 
which almost every advertiser and 
agent considers a sine qua non ofa 
striking page. I recall in this con- 
nection the remarks of a member 
of the Sphinx Club. a year or so 
ago that he believed advertising to 
be over-illustrated. It is un- 
questionably true that many adver- 
tisers attach so much importance 
to the illustration that they allow 
it to so far dominate the argument 
as to cripple its effectiveness, but 
certainly the preponderance of good 
judgment is still in favor of the 
illustration, which, if well, or very 
badly, done, is what arrests the 
attention of the reader. It is the 
mediocre illustration, or the one 
which lacks direct connection with 
the thing advertised, which fails in 
its purpose. One has but to note 
the art monstrosity illustrating a 
Mexican and woman astride an 
eagle in the advertisement of the 
M., K. & T. Ry. and compare it 
with the artistic advertisements of 
the A., T. & S. F. and several other 
railroad and steamship companies 
to see the force of this criticism. 

The advertisement of the Sea- 
board Air Line is a bold innova- 
tion in that it shows nothing but 
tLe name of its crack train, and a 
coupon ticket, but the latter tells 
the story so completely that it 
forms a particularly strong adver- 
tisement and one likely to leave a 
lasting impression, especially as 
the first coupon, beginning at the 
North, is enveloped in snow and 
the last one reposes “under the 
shade of the sheltering palm.” 

It- is a source of surprise that 
more advertisers, in view of the 
poor printing of the majority of 
magazines, cling with such pet- 
sistency to the half-tone instead of 
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using the combination wash and 
line or all line work. Note, as illus- 
trating this, the clean cut, effective 
illustration of the man and woman 
leaning on the steamer’s rail of 
the United Fruit Company’s ad- 
vertisement and the poor half-tone 
effect produced in the Hotel Cham- 
berlin advertisement, each occupy- 
ing a page in several magazines. 
There is seldom seen a more pro- 
nounced illustration of a remark- 
ably good advertisement and an 
unusually bad one, both on the 
same page, than appears on page 
38 of Scribner's for January. The 
Pearline advertisement is excellent 
in picture and text and the striking 
line carries enough argument in it- 
self to pay for the space. The Iver 
Johnson advertisement, occupying 
equal space, is a hodge-podge of 
poor illustration and scattered sen- 


tences. The former disgusts and 
the latter make no impression. 

What may be done in advertising 
even so forbidding an object as a 
revolver was shown by the Smith 
& Wesson people last year in their 
splendid line of pages illustrated 
by Frederick Remington, Dan 
Smith, Peters and other prominent 
artists. 

If there is any one thing im- 
pressed upon the mind in a study 
of the advertising pages of the 
January magazines, it is the fact 


that this is a day of fierce trade 
competition, and the dominant note 
is heard in the many full pages. 
A half-page advertisement must be 
remarkably well done to attract at- 
tention among the great number of 
striking full pages. If this is true 
about the half pages what about 
the quarter pages and smaller 
ones? And yet many great com- 
mercial successes are being made 
by those who use liftle space—but 
that little must be well filled. If it 
is, it will not be long until the ad- 
vertiser may profitably use larger 
space and eventually full pages. 
THE CRITIC. 
+o 
THE ONLY ONE IN CAIRO. 
Office of 
Tue EVENING CITIZEN. 
THE WEEKLY CITIZEN. 
Catro, ILt., Jan. 9, 1904. 

Editor of Printers’ Ink: 

Your issue of January 6th received 
containing notice of the circulation of 
the newspapers of Cairo. You quote 
from the 1903 issue of the American 
Newspaper Directory and state that of 
the four daily and four weekly papers 
published here all have a J-/KL rating ex- 
cept the weekly edition of the Citizen. 
Had you waited until the 1904 issue of 
the Directory perhaps you would have 
modified your statement. The Evening 
Citizen has a sworn average circulation 
for 1903 of 818, according to a state- 
ment in the hands of the publisher of 
the American Newspaper Directory. 
The average circulation of the Evening 
Citizen for the past three months is 950 
copies. We are so near the 1,000 mark 
that we believe we should have credit for 
more than a JKL rating and we expect 
to pass that mark during 1904. So far 
as the Bulletin is concerned, with its 
$25,000 investment in linotypes, a /per- 
fecting press and an Associated Press 
franchise, during a period of five months 
they have failed to secure for that paper 
any out-of-town circulation worthy of 
mention. 

_ We enclose statement of our circula> 
tion for December, 1903, which shows 
the average number of papers printed by 
the Citizen daily was 943 and weekly 
1,125. 

We trust that you will give this the 
same publicity that you have the other 
statement, inasmuch as the Citizen is the 
only paper in Cairo that is willing to 
give its circulation and the only one 
having a place in the Roll of Honor. 

Respectfully, Joun C. FisHer. 


WHEN you put up a good argument for 
your goods, let the reader or the hearer 
draw his own conclusions. When you 
have made the point obvious without 
directly mentioning it, you have done 
enough; to say more would be an insult 
to the reader’s intelligence.—Jed Scar- 
boro. 
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IN THE MAIL ORDER FIELD. 


Hereafter the Magazine of Mys- 
teries, New York, will not accept 
advertisements in which the word 
“Free” is displayed unless the an- 
nouncement really offers something 
without cost, as a catalogue, book- 
let or samples. For some time this 
word has been used as a catchline 
by what are known as “trust” ad- 
vertisers in the mail order field— 
firms that give some such desirable 
article as a boy’s watch or a fine 
doll to the youngsters who sell a 
certain number of cans of baking 
powder or cakes of bluing. “Trust” 
schemes run through many varia- 
tions, and have proved immensely 
successful, chiefly because they give 
people of small means the oppor- 
tunity to secure useful articles by 
a little canvassing in their own 
neighborhood. Perhaps the word 
“Free” has done much to build up 
“trust” schemes, which, despite this 
ominous name, are entirely honest 
and legitimate. Anything that the 


average reader of a mail order pa- 
per does not have to pay cash for 


is free in his eyes, as his time is 
worth little. The Magazine of 
Mysteries, which stands for hon- 
esty and cleanliness more than 
most journals in this field, will 
now accept only ads which use the 
words “Easily Earned” or “Help 
Wanted” in such ads. No mislead- 
ing advertisements of any kind are 
accepted by the publishers, and the 
journal has never published cura- 
tive medicine advertising. Such a 
change, seemingly insignificant, rep- 
resents real loss to the publisher 
through lost advertising. To carry 
it out may make for improvement 
in the general level of advertising. 
* * 


Mail order advertising to be suc- 
cessful must be based upon some 
attractive scheme or idea, appar- 
ently. The “trust” idea came to 
the surface some years ago and 
was immediately pounced upon by 
the public. Nobody seems to know 
who originated it. In the earlier 
days of its existence the “trust” 
concerns lost a good many hard 
dollars through dishonest persons 
or irresponsible youngsters, for the 
whole plan depends upon trusting 
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the inquirer with the goods that ate 
to be sold to pay for the “free” 
premium. With experience, how. 
ever, and the development of fol. 
low-up letters that scare delin. 
quents, this percentage of loss has 
been greatly reduced. The most 
valuable man in a “trust” concem 
is he who reads the mail. Intuition 
and knowledge of huma, nature 
reveal to him the inquirer who js 
dishonest. 
* * * 


Perhaps the word “Free” in its 
many variations is the most pro- 
ductive single word in the Eng- 
lish language so far as mail order 
advertising is concerned. Its po 
tency with the public is as great 
to-day as in the times of the South 
Sea Bubble. It might have been 
it.vented yesterday. In the better 
class of mail order journals adver- 
tisers sometimes avoid stereotyped 
words of this nature, but in the 
vast majority of cases they are 
used as a language that the reader 
comprehends. Experienced mail 
order advertisers have almost a 
superstitious dread of altering a 
successful pulling ad. They say 
that nine times in ten the actual 
inquiries are brought by a single 
phrase in the ad—not by its whole 
context. The descriptive matter is 
all helpful and necessary in setting 
before the reader the proposition, 
but the magic phrase somewhere in 
the ad is what convinces him. “Are 
they honest? Are their goods 
worth the money?” These ques- 
tions inevitably rise in tne reader's 
mind if he reads the ad as a pos- 
sible purchaser. Then the magic 
phrase catches the eye, and he is 
reassured, “Why, yes, they must be 
all right, for they say so and so.” 
Magic phrases when found are 
therefore precious. They are se- 
cured only after costly experiments 
with phrases that proved worth- 
less in actual advertising. When 
a successful idea like the “trust” 
scheme js evolved hundreds of mail 
order advertisers copy it and 
adhere to the form of ifs advertis- 
ing religiously, so that the ads in 
a mail order paper bear a strange 
resemblance. The cheaper the 
media used the more advisable to 
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cling to stereotyped advertising 
language. s . 

Next to the word “Free” the 
phrase that has been most produc- 
tive is the well-known “Send no 
money.” This was first employed 
by Sears, Roebuck & Co., the Chi- 
cago mail order house, it is said, 
and quickly taken up by other ad- 
yertisers. Some prefer to use the 
negative form, “Don’t send any 
money,” but the positive form is 
favored by mail order men of ex- 
perience on the theory that a posi- 
tive statement is alwa:s stronger 
than a negative one. Mail order 
advertising is all positive. It not 
only makes vigorous statements, 
but repeats and varies them, asks 
the reader if he doesn’t think this 
is the greatest offer he ever heard 
of and then, in the next sentence, 
tells him that he does. Mail order 
advertising is, in fact, a good deal 
like oratory. It sets out to con- 
vince the reader and accomplishes 
the purpose by supplying not only 
the facts in the case, but a set of 
reasonable doubts that he may ap- 
ply in testing these facts, and an- 
other set of answers to these 
doubts. Furthermore, it is im- 
aginative. If the “trust” scheme 


offers a woman a fur coat for P 


selling three dozen cans of baking 
powder, the ad not only describes 
the coat, but tells the woman how 
it will feel when she has it on, and 
how much better she will look in 
it than in any coat she could buy 
for money. By persuading her that 
she is a saleswoman, too, the ad 
gives her the gumption to sell the 
baking powder. So a mail order 
ad is really complex, and difficult 
to write, however simple or child- 
ish it may look to the sophisticated. 
When a good one is secured it 
must be cherished like a little tin 
god. Often a single forceful ad 
may be used without change for 
five years, and will be the instru- 
ment for making hundreds of 
thousands of dollars. It is said 
that a: Chicago concern began ad- 
vertising some years ago, using the 
word “Free” exclusively as an eye- 
catcher, and as the basis for their 
merchandising scheme. In the be- 
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ginning they occupied two small 
offices. To-day they occupy six 


floors in a large building. 
* aie * 


One of the difficulties of the mail 
order business is that of realizing 
the face value of stamps sent for 
small articles through the mails. 
Recently there has appeared in mail 
order papers a new variety of ad 
that offers the reader an induce- 
ment for sending postal orders or 
currency. If the article featured 
is priced at say thirty-five cents, it 
is stipulated that the sum be sent 
in silver, and an afterword states 
that “If stamps are sent the price 
is forty cents.” This plan appears 
to have merits, and may be the 
means of abating a large annual 
loss sustained by mail order firms 
who must sell postage stamps at a 
discount. 


— or 
PUT IT IN THE PACKAGE. 
We have only to watch the work of 
the salesmen in the average store to see 
that they never think of putting adver- 
tising matter into the packages. Go 
into a clothing store. You will find that 
in some corner have been piled up a lot 
of booklets, folders, etc., advertising 
various brands of shirts, collars, hats, 
ties, and you will also observe that in 
some prominent place the name of the 
store has been printed. In nine cases 
out of ten this advertising matter is got- 
ten up in good shape and if circulated 
ropcrly would be the means of greatly 
increasing the trade of the institution; 
but you will notice that the clerks do 
not put any of this literature in pack- 
ages. It is evident that they and the 
proprietor have never gjven the proposi- 
tion a thought. I asked a salesman once 
why he didn’t send out this advertising 
matter that was accumulating in his de- 
partment and he replied that if people 
wanted it they could take it.—Michigan 
Tradesman. 


—_~+or———_ 
WALL STREET EXPRESSION 
ILLUSTRATED. 


NOTHING DOING, 
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No amount of money can buy a place in this list fer a paper not having the 


requisite qualification. 


Advertisements under this caption are accepted from publishers who, 


to the 1903 issue of the American Newspaper Directory, have submitted tor 


that edition of the Directory a detailed circulation statement, duly signed and dated, CY 
have supplied a similar statement for the 1904 issue of the Directory, now undergoin, 


vision and to 
characterized by 


issued in April next. Such circulation figures as are mentioned las ae 


These are generally regarded the yp pabtichese who believe that an advertiser has a right 


to know what he pays his hard cas 


The black figures denote fey aes issue for the year indicated. The ligh 


ht-faced 


number in brackets denotes the page in the American Newspaper Directory which 

tains the details of the publication’s character. _— ’ pera 
Advertisements under this caption will also be acceptad from publications to which the 

American Newspaper Directory accords the sign (© ©), the so-called gold marks, denoting 


superior excellence in quality of circulation. 
cost 20 cents per line under a YEARLY contract, $20.80 for a full 


tion, if entitled as above, 


Announcements under this classifica. 


r, 10 per cent discount if paid wholly in advance. Weekly, monthly or quarterly correc 


yea 
tions to date showin 
a statement in detail, 


increase of circulation can be made, 
properly signed and dated, covering t 


proviaes the Mublisher sends 
additional period, in accord- 


ance with the rules of the American Newspaper Directory. 


ALABAMA. 

Anniston, Evening Ster. Daily average for 
1902, 1,159. Weekly, 2, » soeren uaranteed (33). 
First six _ 1903, eos, dad 1,858 guaranteed. 


La daily a iy edition. roulation in Ann 
ton district. Weekly ed edition: The Republic, 


Birminghom, Birming sham News. Daily av- 
erage for 1902, 18,488 14); rst seven months 
1903, 17,898; July, 1903, 1903, 20, 13 $ guaranteed. 
Birmingham. Ledger. dy. dy. Ave for 1902, 
18,980 (34). Av: for Aug., 1003, 17,58 86, guar't'd. 
Montgomery, Advertiser. _paventton So. Av- 


circulation for 1902, guaranteed, daily 10,- 
89 96 (OO), weekly 12,841 3 Sunday 14,625 (40) 


Kelley, pub 
In 1903 no 


ARIZONA 
Bisbee, Review, daily B. 
} B. 1902 no issue less than 1, 250 (46). 
issue less than 1,759. 


Phoenix, mney Re A average for 1992, 
le Speci Y. 


Logan & ial Agency, N. 


ARKANS AS. 
thant oy gaily. In 1902 ,~ lemme —4 
an ). ual average for Augus 
Sept tember, October, 1903, 8,109. 
Little Roek, Arkansas Methodist. Geo. Thorn- 
burgh, publixher. Actual average 1902, 10,000. 


CALIFORNIA. 
Morning Kepublican, daily. Avemq? 
tet ion, 2644 (67). E. Katz, Special Agent, N. Y. 
kland, Tribune, daily. Average for 1902, 
e.ees (75). Tribune Publishing Company. 


San Dome n Sun. Daily average 
mx. 1902, Po Fae (80). W. _W. H. Porterfield, "pub 


n Francisco, A t, a = gee 
ror, 15,165 (81). EE Katz, Speci: ‘Agent, a’. 

n Franclaco, Bulletin. R. A. Crothers. Av. 
- “002, daily 49,159. Sunday 47,802 (80). 
San Franetaeo. Call, a’y and Sy. J.D. Spreck- 
els. , Aver. for 1902, dy 60,385. S’y 71, aa (80). 
Sep , 1908, daily 61 ,068, Sunday 82,698. 

San Jone, Evening Herald, daily, The Herald 

Co, Average for year end. At end. Aug., 1902, 8,597 (86). 


am... J Morning Mercury, dail parr 
ishing Oo. Average for 1902, 6,866 (86 


CONNECTICUT. 
i |. Times, daily. Averene ier for a 
16,172 (iL 5. Perry Lukens, Jr. 
Meriden, Morning Record and Re 
Repubi'n Pub. Co. Dy. av. for 1902, 7, . a. 
New Haven, Evening Register. daily. Actual 
ar. for 1903, 18,571 (3); Sunday, 11,292 (+). 


" . Palladium, daily, , 
(00 °b,800 Lid). E. Kate, Special Agent Mf 


5, 820 (47). 





is- (116), 





New Haven, Union. Av. for 190, d’y 15. ost 
8'y 8,826 (114). E. Katz, Special Age yy.” 
New London, Day, ev’g. Av. 1903, 5,618 (#) 
Average gain in past y year. 415. 
Nerwich, Bulletin, d daily. Bulletin Co., pub- 
lishers. Average for “ 4,659 (115). Actual 
average for 1903, 4,988 *). 
Waterbury, Re Bie Daily a 
5,846 (ik). La Coste & Maxwell. Spec, Agte NY. 


COLORADO. 

Denver, Post, daily. Post Frinting and Pub- 
lishing Go. Average for 1902, 82,171 (97). Aver. 
age for December, 1908, 44,416. Gain, 9,269, 
&2~ The absolute correctness of the latest 
circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of the 
American Newspaper Direct- 
ory, who will pay one hun- 
dred dollars to the first per- 
son who successfully contro- 
verts its accuracy. 


DELAWARE. 
Wilmington, Morning News, d .. News Pub- 
lishing Co., pubrs. Av. for /903, 10,544 (), 


DISTRICT OF COLUMBIA. 
Washington iv. Star, Ev. Star News- 
paper Co. Average for 1902, 3s, 748 (© ©) (122), 
National Tribune, kl, verage 
104,590 «12. Piret six i 1903, ie sca 
h & Thompson, Rep., N. Y.¢ Chicago. 


FLORIDA. 
Jacksonville, Metro olia, daily. Aver. 1902, 
7,018 (128). Average /st 6 months, 1903, 8,229. 
Pensacola, Journal daily, every morning 
cept Monday. Average for i902, 2,441 ( is) 


Tampa, Morning Tribune. ay. Tyme Th, 
bune Pub. Co, Average for 1902, 5,608 (1 


UA 
ete! 
TEED 


GEORGIA. 
Atlanta, Journal, dy. Av. 1902, 87,828. Semi- 
wy, 84,105 (135). Present Present average, 89,884. 
Atlanta, 4 “Actual ¢ daily ourres*. 1908, 
20.104 (). ». December, : 1903, 2B,7 
Atlanta, entnene tabs Cultivator, culture, 
semi-mo. Actual average for 1903, 8 eas 


Lafayette, Walker Co. Messenger, weekly. 
©. Napier, Jr., pub. Av, for 1902, 1,590 (144), 





eras 
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IDAHO. 


Bolse, otal Hows, dy. and wy. ews 
Ptg. So ariel isa, a bia, - oe WS 
(51). Av. /st 6 moe., 1909, dy. 9,800, wh. ‘gbeo, 


TLIAWONS. 
Cairo, Citizen, weekly. Year 
1908, actual average. J; 10 (+); “Oot Ve LOO. 
Daily, average 1903, 818 ( 
Champaign, News. In 190% 1902 no issue less than 
1,100 daily and 8,400 soy (163). In Novem- 
ber, 1903, no daily less than 2,400. 


Chieago, Ad Sense, monthly. The Ad Sense 
Co., pubs, Actual average fo for 1902, 6,088 (176). 


Chicago, American Bee foues ul, weekly. 
Actual average for 1902, 7,485 (167). 


Chieago, Bakers’ Helper, monthly. am * 
Clissoid. Average For 1908, 4, 1903, T1t8 Ck) OO) 


Chicago, Breeders’ Gazett Gazette, stock farm,w 
ly, Sanders Pub. Co. Average for 1902, 0,052 
(167). Actual average Sor 1% 1903, 67,880 Gk) 
Pe Dental, Dias, cin9).* pte oe for 
ct average for verage 
first nine months 1903, m0, 000 000. 


Ohi. , Grain Dealers Jou Journal, s. mo 
Dealers Company. Av for 1902, 1418 (@O) C75). 


Chieago, Home Defender, mo. T.G. eeuiee- 
Act. av. 1902, 5,409. Last 3 mos, 1903, 84,000 


Chicago, Irrigation Age, monthly, D. H. An- 
ee. Average for a. 14,166 () 1). Average 
monthe 1903, 22,10 


oice-Review,mo. Ave for 1902, 
ogoatt te For six months 1903, 26,166. 


Chieago, Morumental News. mo. R. J. Haight, 
pub. Av. for year end. July, 1902, 2,966 (182). 


Chieago, National Harness Review, mo. Av. 
for 1902, 6,291 (183). First 8 mos, 198, 6,250, 


Park and Cemetery and Landscape Gardeni ng 
mo. Av. for year ending July, 1902, 2,041 (183). 


Record-Herald. Average for 1902, 
daily se ieee ts Sunday 171,816 (166). 
Chicago, The Operative 1 nomads Act- 
ual average for 1902, 5,666 (1 


Cticage, T a daily. Tribune Co. In 1902, 
yA ©O)( 

East St. sn Poultry Cattere. mo. Poultry 
Culture Pub. Co. Average 1902, 6.875 (192). Av- 
erage first six months 1903, atts 


Evanston, Correct English: How to Use It, 
Average for year ending (ct., 1962, 9,750 (19s). 


Kewanee, be ng ay Average for 1902, 
daily 2, 410, week! 73 22 (203). Average guar- 
anteed circulation latly for ‘August, 1903, 8,006. 


Peoria, Star, evenings anc ana baer § morning. 
Actual sworn average for 1902, 28,742 (219). 
Roekford, Register Gazett Gazette. Dy. av. for 1902 
5, pated 8.-Wy. 7,052 (2: (223), Shannon, 150 Nassau. 
oekford, Republic, daily. Actual average 
fi - 1963, 6,540 (3k). 
INDIANA. 
Evenevill conrigt Gait ‘e 8. Contier Oe. ’ 
pub. Act. av. ’02,11,218 Sworn a 
18. Smith & Thonpeon, §. on N.Y. “ ontoags. 
Evansville, Journal-News. Av. for ay is 
11,910, S’y 11,508 (244). E. Katz, Sp. Agt.,N. 
Goshen, Lookin Club, mi onthl Average for 
1902, 25,501 (7) A) monthly. Average for 
fouabenites k ae every issue fo issue, Sor daily reference 


Indianapolis, News, vs, dy. Hi Hilton U. Brown, gen. 


ats ette, Morning Journal, dail Actual 
verage 1905, 4,008 (4) ; December, 1908, 4,444. 


gosente Leader, daily. W.B. Westlake, pub. 
ety Bh) Becsmt ' 8,757 (257). For 1903, 
mber, 1903, &, 675. 
ae Star, d’y and 8’y. Star Pub.Co. Year 
ending Feb. 1903, y2! 21,468, S’y 16,585, (260). 
Notre Dame, The Ave Maria, Catholic weekly 
magazine. Average for 1902, 25,976 (262). 
Prineeton, Clarion-News, . Clarion Pub- 
lishing Co. Average for efor 1902, 1,820 (264). 
en ae Evening Item. Sworn wees av. for 
8,124 Same fi Sor August, 1903, 8. 


men Bend, Tribune. Sworn ony average 
1902, 4,861 (267). Sworn av. for Nov., 6,808. 


IOWA. 


Arlington, News. All home-print weekly. W. 
F. Lake, pub. Average for Ii 1008, 1,400 (282). 


Burlington, Gazette, dail daily. Thos. Stivers, 

ub. Average first nine months 1903, 5,756. 
urlington, Hawk-Eye, daily. J. L. Waite. 

., for 1902, 6,818 (285). June 30, 1903, 7,018, 


Davenport, Ti i Dy. av. 1902 6,882, s.- 
1,527 G0), Dy. av. October, 1903, 8,526. Cir. 
guar. more wen "double of uble of any Davenport daily. 
Des Moines, Capital, daily. ie Young, 
publisher. auenel @ average for 24,01 
(293). dvorage for December, 1908, $1, L850. 


Des Moines. Cosmopolitan Cneerete. yo 
ly. Still College. Average for 1902, 9,666 (294 


Des Moines, News, daily. Aver. 1902, oo ,188 5 
(298). First 9 mos. 1903, aver., sworn, 41, 871 


De« Moines, Spirit of the West, wy. Horses 
and live stock. Average for! for 1902, 6.095 eae 


Des Moines, Wallace's Fat ‘3s Farmer, ho ag 
Actual average January, 1903, 80,60. (294). 


Dubuque, Catholic Tribune, weekly. Catholic 
Printing Co., pubs. Actual average 1902, 4,801. 


Museatine. Journal, dy. av. 1902 8,712, s.-wy. 
2,711 (315). Dy. av. /st 6 months 1903 4,188, 


Ottumwa, Courier. Dy. av. 02 4,491, s.-wy.6,- 
984 (319). ist 6 mos. 1903, dy. 4,577, s.20y. 7,291. 


Sheldon, Sun, dy w'ly. H. A. Carson. 
Average for 1902, ay’ dee, w w’ly 2,544 (323). 


tri-weekly. Sentinel 
Publishing Co. Average for 1902, 8,681 (323). 


ery ONT; sO BIR, dy ao. for any 19,698, 
of 7 sworn) y. av. Jor . 
p ane pen. The av. fel leader in 


alwa: isput 
its big, virgin in pela. i 1902 average 16,968 (324). 
egg em 


Atehison, Globe. daily. Howe. (334). 
Offers to prove 5,200 daily yp Rlh ag Sor 1903, 
or receipt any advertising bill. 


Girard, Appeal to Reason, weekly. 
land. Average for 1902, 195,809 ( 


Hutchineon, News, d’y and w’y. W’ _ gt 
1902, no issue less than 1,920 (346). E. Katz, N. 


ka, Western School Journal, educational 
anal ly. Average for 1903, for 1902, 8,116 (362). 


rie “ys Zepigd'y and w’ 'y an alt Av. 1m. pm aes 
KENTUCKY. 


Fy ey Breckenridge News, eenty. J. 
), Babbage. Average for 1902, 2,248 (368 


Leader. Av. for 1902, d’y $.t8¢ 


gh nncitie. Ghatnua 





- A. Way- 





mgr. Av. for 192—actual sales—62, 188 (250). 


ington, 
w’ - 2,806, Sy 4,008 (873), E. Katz, 8. A..N, 
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oh mage. | Evening Post, dy. Event 


y PU ual average fc for {oo0, 26,89: Gi 


Padueah, Sun, daily. 81 Sun Publishing Co. 
Daily average for November, 1903, 2,289. 


LOUISIANA. 


ew Orleans, item, ey. R. M. Denholme, 
publisher. Average for December, 1903, 18,166, 
Official journal otty N few ( Orleans. 


New Orleans, Louisiana Planter and Sugar 
Mfr, wy. In (002 10 isaue less than 8,000 (387). 


The Southern Buck, official organ of Elkaom 
in Louisiana and Mississippi. Av. '02, 2,866 (388), 


MAINE. 
Auguata, Comfort,mo. WW. H. Gonnatt, pub. 
Actual average for 1902, » 1,274,766 (391) 


Augusta, Kennebec Jour nal, d’y and w’y. 
pene te 1902, 4,719, w "y 2, 188 (391) 


ngor, Commercial. Average for 1902, daily 
y. 


rBaeew weekly 29,012 (392 


Lewiston. Evening Journal on. Average 
for 102, 6,640 (@@), weekly 15,256 (@ ©) (395) 

Phillipa, Maine reese, re J. W. Brack- 
ett. Average for 1902, 54 Soo), 


Portland, Evening Kxpress Average for 1902, 
daily 11,181, Sunday Telegram 7,666 (397). 


MARYLAND. 


Baltimore, News, dail. Eveni 
lishing Co. Average 1902, 41,58 
December, 1903, 44,408, 


MASSACHUSETTS. 


eebeaten. Evening Transcript ( (412) Boston's 
ea table paper. Largest amoun hho dayadv, 


News Pub- 
(2), For 


Boston, Globe, average fo 
ys 196, 57); fants: ate 296 (412-413). 
Averdige for 1903, dy. 195,554, Sy. 207,824. 
Largest ci: lation in Now England. 
Advertisements go in morning and afternoon 
editions for one price, 


New FE 


Boato land ngiand M ine, monthly. 
America reo. pubs. 


Average | , 21,580 (420). 


ton, Pilot, every ery Saturday. Roman Catho 
ue” Ses. Jeffrey Roche, editor, (©) 


Moston, Par Oo Ave for 1902, 174.178 
oe i 1903, dy. 185,804, Sy. 172,- 


Largest p.m. or a. m, sale in New England. 
Boaten, Traveler. Est. 1824. Actual daily av. 
1008, 78,852. In 1903, 
November, December, 1903, , TH, 58 


76,666 * 
East Northfield, Record of Christian Work, 
mo, Av.for yr. end’g March, 1908, 20.541 (425). 


Gloucester, Daily Times. Average for 1902, 
6,247 (427). First seven months 1903, 6,629. 


Lawrence, Telegram, dai Tel Pub- 
ishing Co. Average for 1902, for 0%, TOL (428). 


uvenile, 8S. E. 
0 (434), 


8 field, Soy sd Housekee ing, mo. A 
tor ise eat | 436). For yea : end. Dee. | ( 
1908, 185,992. All Advertisements | guerantesd. 

Springfield, Republican (435). Aver. 1902, d 
15,406 (@@), Sunday 18,988 (@©), wy. 4,177. 


Wereester. Evening Post, daily. Worcester 
Post Co. Average tor 1902, 10,556 (439). 


Worcester, pi nion Publique, French, oy. 
Act, av. Sept., 246 (3k); Oct,, 5,070 Uk 


Salem, Little Folica, mo 
Cassino. Average for 1902, 7 2, TS, 


October, |’ 





MICHIGAN. 
Adrian, Telegram ). W.Grandon, Ay, 
1902, 1 1,270 (440), Av. 0. firat  mthe. tn 1903, euler 


Detroit, Free Press. reas. Average for 1902, d: 
41,952, Sunday 51,260 (450). we 


Detroit, Times, Gaty.. 
erage for 1902, 27,657 (4 


Grand Rapid ivening 


_— Times Co, Ay- 


ireung Press, dy. 
for 1902, 88,216 (456). Fir t 8 mos., 1908, sor 


Grand Rapids, pores, dail 

Conger. Average for 1902, 20.16 (ash om 
morning and only Sunday y paper é n its field, 

Jackson, Citizen, ds daily. James ©’Donnell, 
pub. Actua. average for 1902, Piss. (461), Av 
erage for first six months 1903, 4,828, 


Jackson, Press and Patriot. Daily average 
1902, 6,082 (461); for December, 1905, 6,078, 
Kalamazoo, Gazette-New! “News, 1908, daily, 5,671 
*). ‘ ay ys 3,600 more pubecrtvere 1 

ny oO 1 1 ished n 
$ aos to Jan. oare. 6. ~ = 
Kalamazoo, Tel graph. "0 02, dy. 2 or 8,-W! 
coroner To i 03, d. 8,424, 8.- aay § 


mas. Evening News, d News, daily. Ave for 
1908, ay (473). December, 1903, daily 18219, 


yee Advertiser, weekly. H. T. Johnson, 
No issue in 1902 less than 2,000 (474). 


MINNESOTA. 
Minneapolis, Farm, Stock and Home, semi- 
monthly. Actual average 1903, 78. 854 (#) ‘an, 
Actual average January, 1904, 1904, es 500 


Minneapolis, Farmers’ Tribune. erty 
W. J. Murphy, pub. Av. for 1902, 74,714 (49), 


Minnea Journal,daily. Journal Print- 
ing Co. 7! inneapolia Teens circulation 
or Soom ae A aver at 005 “ im which 
goes directly to mes, he BEST 
advertising medium in the somaguently 


Minneapolia, N. W. A Agriculturist, 8.-mo. Feb,, 
08, 78,16 agate line, 


(498). 75,00 5.000 guar'd, 35e. 
Northwestern Miller, week weekly. Miller Publish- 

ing Co. Average for 1902, 4,200 (© ©) (497). 
ap nenrele Svenska Amerikanska Posten, 
8. J. Turnblad, pub. 1902, 47,075 nig 
Minneapolis, The Housekeeper ; 

monthly, Actual average 1903, adie 


Mignon lis Tribune. W. J. 
R07 it My daily. ’A vs rer 


Oldest Minnea) 
TZ (496); Sunday, A 
tw 1903, ans average, 72, 


Boedey, > 1,074. a 
unday, | ¢ of , was peed sae; ges a 


The only Minneapolis daily listed in Rowell’s 
dnericas Ne 


a considerable period 
date in ROLL OF Hoson, or ie 
where. Tribune ts one of the 


Owatonna, ‘Gaemk semi-w’y. Av. for 
1903, 1,896 (3k). Owatonna’s leading newspaper. 
St. Paul, Dispatch, dy, Aver, 1902, 49,052 
). Present aver. 58,181. S7. PAUL'S LEAD- 
{NG NEWSPAPER. 

&t. Paul, Globe, dail 
Actual average for 1! 
mos, 1903, 81,529. 

&t. Paul, News, dy. Aver. 1902. 80. ote, = 

rat 9 mos. 1903, sworn average 84,0 81 net 

St. Paul, Pioneer-Press, Daily avenge 
1902 84,151, Sunday 80,986 (506), 


ublishers. 
Firat # 


. Globe Co., 
, VV,BVS (505). 
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alt Paul, The Former. a, nari, 0 »s-mo. Est. 1882. 
Prof. Th. 8) av. year end, 
Feb, "8, 67,875 (507). ict oresont av. 80,000. 


St. Peal, 3 The Jolly Eik, mo. Av. 1902, 8,891 
— Last six months 1903, sworn to, 8,889. 


eo ae and Herald, daily. Aver- 
ace, 5.20 512). Av. ). Av. past 6 months, 4,109 ° 


Westlicher Herold, Av. 1903 Av. 1903, 22,519(%), Sonn- 
tage Wi vinous, 28,111 (+); Volksbl. doe Westone 


MISSISSIPPL 


Vieksbu rican, daily. In 1902, no issue 
less than 1, "fee Gs (22). In 1903, 1,900 cc copies. 


MISSOURI. 
Py ‘ns eee Mil Agent. New Yor for ms, 9,414 


cates Journal, d'y d'y and mtg ‘ities 
“Banga ty, 6,876, 76, weekly | 161,109 (oa). 


Kansas Cit re Weekly imp implement Trade J’rn 
Av. Aug., 02, Av. é mos. '03, 2805, 


Kansas City, World, dait: daily. Aver, 1902, 62,. 
978 (542). First 9 mos. 1903, aver., sworn, 61 9452. 


Mexico, American Farm and ¢ 
and hortic.,mo. Actual aver 
(49). Actual aver. May, June, 


St. Joneph, Medica) Herald, month'y. 
ae Co. Average for 1902, 2,475 ( 


wry News and Press Daily aver. for 
1903, seats (%). Last 3 mos. 1903, 85,065. 


hard, agric. 
tor 1902, 4,888 
uly, 1903, 15,667. 


— 


A Joseph, 300 8. 7th St,. St,. Western Fruit Grow-| ig5¢ 


m’ly. Aver. for 1902, 28.287 (557). Rate s5c 
pr iine. Circulation 80,000 copies guarant’d. 
St. Loula«, Medical Brief,mo. J. J. Lawrence, 
AM.,M.D.,ed.and pub. Av. for 1903, ome 
National Farmer and Stock Grower, mo. 
mos. end, Oct.,’03 105,500. 1902, 68,588 an, 


St. Louis, The Woman's M ne. monthly. 
Women and home. Lewis Pub. aver- 
age for 1902, 908,888. ‘Actual p ren ave’ 

Sor first 9 mos, in 1903, 1,115,760. gaye 
= hye 1903, every ‘issue guaranteed to 


a of any  copten- ful in ciewea ‘ireula- 
BONE ARA. 


Anae tandard. Daily av for 1902 
1120801)” MONTANA'S BEST NEWSPAPER. 


Butte, inter-Mountain, daily. Inter-Mountain 
Publishing Vo. Average’ for 1902, 10,101 (573). 


olttiene. Rocort.or 7s A Jpeoewe Puaiding 
R (574). Av 
wary yoy ty nef S/at, 1903, 10,209. se 


NEBRASKA. 
Lincoln, Deutsch-Amerikan Farmer, herd 
(590). Av. for year end. end. Aprit 30, 1903, 144.5. 


Lineoln, Freie resse, week rl anor 
Sor year ending ‘aprit 90; 100 30, 1908, 114.55. 
Lineoln, Nebraska Teacher, ce Towne 
Crabtree, pub. Average for 1902, 5,100. 
Lincoln, Western Medical Review, mo. Av. 
ndg. May,’ 1003, 1,800. In 1902, 1,660 (0). 
Omaha, Den Danske Pioneer Sophus 
Neble Pub. Co. Average for 1902, "25,47 a 
Omaha, News, daily. Aver. for 1902, 82,777 
(64). First 9 mos, 1903, sworn aver. 40,055. 


F on F. | &y = ae. ic} 
ranklin Falla, Jou Transc: weekly. 
Towne & Robie. In 1902, 1902, no issue less than 8, 4 00, 

ws, daily. . Herb. N. Davison. 
7.500 ( 


rt, N. Y. "Rep., 150 Nassau St. 


Phan f we te 
‘or 
Leith & 


NEW JERSEY. 
Asbury Park. . L, Kinmonth, pub. 
Actual average 1403, Stok 8,292 (%). In 1902, 8,056. 
Camden, Dail Courier. 1 Est. 1876. Net aver- 
age circulation for year end. Oct., 03, 6,885 (4). 
Camden, Post-Telegram. Actual daily aver- 
age 1902, 5,824. 


Elizabeth, Evening Times. Sworn aver. 1902, 
3,885 (616). 6 mos. 1903, 4,288. 


Elmer. Times, weekly. 8, P. Foster. Average 
for 1902, 2. O85, i (616). si 


Ho en, Observer, dail Actual average 
1902, re eee Gin Sept., 1003, 22,751. 


Jersey City, Evening Journal, 
19,0128 (). Last 3 montha 1008, 66.65% 


Jersey City, Sunshine, m mo. 


aver. for year ending Jan., a 84,500 (426). 


an 1903 





Newark ews Pub. 
Co. ela SP Mae my Fh 9 ay Ay 91S (O21). 


Newmarket, Advertiser:’ Guide,mo. Stanley 
Day, publisher. Average for for 1902, b, O41 (623). 


tsa nk, Regivter, week eekly. "st.1878. John 
wrktualaversge 1900°@,867 (6m). 


NEW YORK. 
Albany, Journal, evening. Journal Co. Aver- 
three month ta’ October October 1, 1908, riggs 
Alba Times-Union, ever 
’ Average for 1902, 85,84 (030). (635). 


Biaghemten, Evening Herald, daily. 
Herald Co. Average for 1902 for 1902, 10,891 ‘ane 


Ee oe Gaseue aH Enquirer, even- 
W. J. Conn Average for 1902, morn- 
48,818, evening 80,40 $0,401 (641). 


Buffalo, Evening ; News. I Dy. av. pn, 74,284 
(641). Smith & Thompson, Rep., N. Y. & Chicago. 


Catekill, Recorder,weekly Harry Ha 
tor. 1903 av., 8,408 (i). Av. last 3 mvs BAS, 


rning, Evening Leader, Leader, daily. Average for 
wee 4,064 (647). For year 1903, 642 (#). 


Cortland, Democrat, rat. - C. Parsons. 
Actual average for 1902, 1902, 2,228 (64 


Elmira, Ev’g Star. Av. f Av. for se 8,255 (651). 
Guaran fh mgs or personal investigation 


Y. Rep., 150 Nassau St. 
Ithaca, News, onte. 


Ithaca Publishing Co. 
Average for 1902, 8,116 (658). Av. for Sept., 1903, 
4,500. Leith & Siuart, N.Y. Kep., 150 Nassau St’ 
Nowbared, News, =. Av. for 1902.4, 257 (666). 
rani by affidavit or personal investigation. 
New York agg 


American Kngineer, my 
pub. Av. 1902, 8,816 (681). At (681). yas. a a. reir 


Ameri ist. iy, mac hine construc, 
(Also ae ) >, ) Av. 1902 18,561 (© ©) (670). 


Amerikanische Schweizer 2 Zeitung ge Be 
Pub. Co., 62 Trinity pl. Av. for 1902, 15,600 (71), 


gay Magazine, month Automobile 
Press, Average for 1902) 8,750 (686). 


Baker’s Review, monthly. W. R. 
anes. Actual average for tA ab Gk). 
Average for last 


three months 1903, 
Benziger’s M 


agazine, Ben- 
ziger Bros. Average for 1908 for 1902, 


mia A 
8.479 (636). 


'. ponitiy. ., Gaterer i Co, (Hotels, 


ciate 
Clubs, an ’ 
ending with tir Rngust 19086. 1902, 888 es 
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Cheerful Moments, monthiy. Geo. W. Willis 
Publishing Co. Average for for 1902, 208,888 (687). 


Clipper. weekly (Theatrical). Frank Queen 
Pub. Co., Ltd. Aver. for 1902, 26,844 (© ©) (673) 


Delineator, fashion mo. Butterick Pub. Co., 
Itd. Est. 1872. Av. 1902, 721,909 (688). Act. at. 
cire’n for 6 months ending June, 1903, 876,987. 


ry Goods, pouttiy. 
lisher. Actual a average ae for 18 1908, 


ey ety rey rub- 


El Comercio, mo. Spanish 


J. Shep 
ard Clark Co. Average for 1902, 


ats (689). 


Electrical Review, weekiy. Electrical Review 
Pub. Co. Average for or 1902, 6,212 (© ©) (674) 


Elite Styles, monthly. Purely fashion. Actual 
average Jor 1903, 6%. (#). 


Engineering and eg 


Journal, weekly 
Est. 1866. Average 1902, 10. 


Ov, (© ©) (674). 
Forward, daily. Sonne Association. Aver. 
age for 1903, 81,709 


Frank Leslie’s Papas F Monthly, Frank Leslie 
Publishing House. Actual av. for Pyrk 204.621 
as December, 190%, edition, 258,6 50 copies. 


Haberdasher, mo, est. 1881. saa average for 
1903, 7,166 (2. Binders’ affidavit and Post 
receipts distributed monthly to advertisers. 


Hardware, semi-monthiy. Average for 192, 
8,802 (683); average for 1903, 9,581. 


Hardware Dealers’ Magez ne, morthly. 
1993 no issue less than 17,000 (&). (@®). 


Junior Toilettes, fashion monthiy. Max Jaeger- 
uber, pub. Actual aver aver age 7: 1903, 86,540(), 


Morning Telegraph, aph, daily. pety 3 seleeraph 
Co., pubs. Average for 1902, } Or 1902, 28, 22S (668. 


Music Trade Review, music | music trade and st week 
ly. Aver. for 1902, 5,452 (677). 


New Thought M ine, moved to New Tose 
City. Average ending January, 1903, 29,289 
(183). Avérage.ending December, 1903, 104,977, 
sworn, only medium for New Thought 


Pharmaceutical Era, weekly, a gg 
Haynes & Co., pubs., 8 +» 8 Spruce street. (oo) are) 


Pocket List of Railroad Official 8, aly. Railr’ds 
& Transp. Av. 02, 17,696 (702) ; av. 03, 17,992. 


Police Chronicle, weekiy. Police Chronicle 
Pup. Co. Average for 15, 4, 1903, 4,914 (%&). 


Printers’ Ink, weekly. A jc —— for advertis 
ers, $5.00: per year tieo. I Rowell. Est. 1888. 
Average for 1908, 11.001. 


Railroad Gazette, railroad =e cugineering 
weekly. 83 Fulton street. Est. 1856. (O@) (680). 


The Central Station, monthly. H.C. Cushing, 
Jr. Av. for year ending May, i902, 5. 488 (687). 


Iron Age, weekly, established 1855 ( 
© rar For more than a generation the | £2 


In 


The 
=. 
ug in the hardware, iron, A Ba 


au 
Printers’ Ink awarded a sterlin ee Sugar 
Bowl to the wee Age, hg whee oe as follow. 
warded Nove mber 20 1904, 
“by Printers’ ink, the Little 
“ Schoolmaster inthe Art of 
“* Adt yee ey to The Iron Age, 
“ that pa: after a ca 
— of m merits extending orer 
vot. f ten months, hav- 
* ing been ed the 0 trade paper in the 
i « One ‘States of of America that, taken ail in all. 
“ renders its constituency the best service and 
“ serves its purpose as _ — Sor communica- 
“ tion with a spec’ fied class. 


The New York Times, daily. Adotph 8. Ochs, 
yom 1902 A (© ©) (669 

rid. Actual arer. ‘or 1903, Morn., 278, 

607 ork) E'v9, 857,102 (%). S’y, 888,650 (). 





Toilettes, fashion, monthly. Max Jag: 
publisher. Actual average for 1903, Pint y, ry 


Wilshire’s Magazine. Gaylord Ye 
123 K. 23d St. Act. av. ending Sept., 1902, 46,000 
(1088), Actual av. Sirst e eight mos., 1903. 100,625, 


Roe er. Case and Comment, mo. Law. A 
for na 30,000 (715) 5 4 year ae hpoage 80, 186; 


Preemie ang Gazette, di A. N. Lieety. 
verage for 1902, 9, O97 cis.” oer averaye 
ro 1903, 11,628 (3%). 


Syracurne, Evenin; 1g Herald, daily. Herald Co., 
pub. Aver. tor 1902, dv. 82,118, sunday 29,009. 


Utica, National Filectrical Sontractor, mo, 
Average for 1902, 2,292 (7 


Utiea, Press, daily. Of. Meyer. publisher, 


Average for 1902, 18,618 ( 


Warsaw, Western New Yorker, weekly. Levi 
A. Cass, publisher. Average f for 1902, 8,468 (7%). 


Wellsville, Reporter. Re Reporter Ptg. House, 
pub, Av. for 1902, dy. 1,044, s.-wy. 2, ‘44 (7%), 


Whitehall, Chronicle, weekly. Inglee & Tefft 
Average for 1902, 4,182 (726). 


NORTH CAROLINA 


Raleigh. Biblical Recorder, weany. Ave! 
, +. Six months 1903, 8.69 Be 


NORTH DAKOTA. 


Grand Forks, Normanden, weekly. No 
den Pub. Co. Average for 1962, 4,869 (744). 


Herald, dy. Av. for 02, 4,759 (744). Actual aver. 
or Sept.'03, 5,629. North Dakota’s BIGGEST 
DAILY. La Coste & Maxwell, N. Y. Rep. 


Wahpeton, Gazette. Aver. 1903. 1, pte» 6 
Largest circ.in Richland County. Home 


OHIO. 
Akron, Beacon Journal. D’y av. eap 8 yy 
(70). La Coste & Maxwell, N.Y., Eastern 


Ashtabula. Amerikan Sanomat, w 
wards. Average for 1902, r 1902, 8,558 (7 782). 


Cineinnati, Enquirer. ‘irer. Established 1842. Daily 
(©©), Sunday (© ©) (761). Beckwith, New York 
Cincinnati, Mixer and Server, montbly. Actual 
average for 1902, 18,088 By ). First twelve 
months 1902, actual aver. 48,625. 
Hotel and Resta a Employees’ 
- ane t. League of Gerson. WATCH 


Cincinnati. Phonographic Magazine, mo. 
Phonog. Institute Co. Av. for 1902, 10,107 (764). 


Cincinnati, Trade Review, m’y. Highlands & 
AV. for 1902, 2,584 (765). 


2 alll 


Highlands. 
Ctasinnesi, Times-Star, dy. Cincinnati 'Times- 
Star Pub. Co. Act. aver. for 1902, 148,018 (761) 
“het. sae. Sor first six months 1903, 147,601. 


Cleveland, Current Anecdotes (Preachers' 
Mag.),mo. Av. year ending Dec.,.3/, ’03,15,750, 


Cleveland, Tribune, weekly. Tribune Pub- 
lishing Company. Average for 1903, 80,247 (#). 


Columbus, Press, daily, democratic. Press 
Printing Co. Actual av. for av. for 1902, 24,989 (770). 


Columbus, Sales efor 1802, ‘Agent, monthly. E. L. Moon, 
publisher. Average for 1902. 4,958 (771) 


Dayton. News, ax: ewe News Pub. Co. Average 
for 1902, 16,520 (773). In 1908, 16,407 (:). 


wert on, PS nim Catholic Messe semi- 
Geo k Pflaum. Aver. Sor 1903, 1, 125(%). 


neni Fairfield Co, Republican. In Al 


_ ust, 02, no issue less than 1,680 for 2 years 
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ngfield, Farm and Fireside, agricultural, 
onteeesly est. 1877. Actual average for 1902, 
811,220 ( fone average for first six 


onthe, 105, 840,8%5 Do you want nearly 


Pao Et mohthly, ext 188." Nctual av for 180 everybody in Philadel- 
862,666 (800). — average for first siz 


months, 1903, 885,166. phia to read your ad- 
adaalaverage ima, 10,017 a). "|| vertisement ? 
Toronto, Tribune, weekly. Frank Stokes, pub- Do you want to cover 


lisher. In 1902, no issue less than 1,250 (802). f 
OKLAHOMA. the city of Philadelphia 
Guthrie, Oklahoma Farmer, wy. Actual aver. and its suburbs thor- 
1902, 22,178 (813). Year end. June s0, 03, 24,198. 
eg oughly ? 


Guthrie. Oklahoma State Capital ‘ 
seers ot ay 18800. by, 81 683 and wy. 
Year ending July 1, 03, dy. 19,868; wy. 28,119. 


OREGON. She Evening Bulletin 


Asteria, lannsine. | C00 Recmberg. Finnish, 
SS ee is the best medium in 


Portland, Evening Tel . (ex. Sun). 


Sworn cir.’03 (8 mos.), 17,828. ine, Te,s66 (8%), PHIL ADELPHIA 


Pertland, Pacific Miner, semi-mo. Av. year 
ending Sept., 1902, 8,808; first 8 mos, 1903, 4,912. 


PENNSYLVANIA. 














to bring your an- 


Chester, Times, ev'g dy. Av. 1903, 8,136 (2) nouncements before 
N.Y. orthrup, Mgr. 


office, 220 B’way. F. R. No: 


Connellsville, Courier, weet, Acta av. for Philadelphians. 
om, S.nee (838). The “ Courier” a daily issue 
8 


Nov. 1902 ; upon applicati The following figures show 

Erle, Times, daily. | Average for 1902, 10,645 i ir- 

olf et 28Y, iat agents % ane, the actual daily average . 
cat een ieaeFBB0 , dy. No issue ciate culation of ‘The Bulletin 


‘03, 9,429. . average Sept. "03,10,681. for each of the months from 


po hi Serer Medicine, w; Av Hy 
for 1902, 19,827 (865). av. M Av, March, 1903, geen J anmesy to December, 1903 


Philadelphia, Camera, m monthl: mF el Vv. Ji . 129,173 
Chambers. 02, 6,7 anuary ’ 
Melphien poe torte esatiny. Wik February . 140,056 


Philadelphia, Farm Jour Journal, pa 5 
mer Sxinson ”n Compan publishers. Average March .. 146,774 
Tema Prater ith th April 146,597 
a %. seoar 5 to Farm at —F ‘with this Pril « a « ’ 
inscription 


May ... 139,877 
rded J h, , 
«Brinker nk The Lille June... 144,610 
«Advertsing, pricg the Fore pod : £19 Apes 
‘* Journal er acanvassing ugust .. 
ny on] extending over 
“period of half. a oe ae among all September 142,492 
‘those published in the Unit tates, has been October 149,117 
* pronounced the one that best serves its purpose oie , 
“nal pothees wn bo | asan rb hed See November 152, 988 
‘cal mene for communicating with them, December 150,320 
“ through its a vertising cole columns.’ 


pipniledel fa, Grose irocery Worid, wy. Groce b 
elphis vocibs Sa 2. ee The above figures are net 
tz monthe 160s, 9.780 —all damaged, unsold and 
Philadelphia. pun Av. cire. over 100,000 j 
daily. "Net average for Dec., 193, 114,5941%).|| Teturmed copies have been 
Philadelphia, Public Led er, daily. Adolph omitted. 
8. Ochs, publisher. (OO) 
My hia, Reformed Church Messe 
Y. 1806-Arch st, Average for 192, 8,574 (808), WILLIAM L. lcLEAN, 
Philadelphia, Sunday School Times, week! 
verage for 1902 1041 815 (869). Average to Ji y Publisher. 
1, 1903, 108,057. Religious Press Asso., Phila. 


Pittebu Chronicle-Telegraph. Aver., no 
67,842 842 (BIN). Swo Sworn statement un application. 








Philadelphia, Jan. 6, 1904. 
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ery ty Gazette, d’y and Sun. Aver. d’y 
1902, 60,229 (876). Sworn statem’t on application. 
on en » Lab rh vei. wy. Av. 02, 16,025 
Reaches bes class of workmen in U. 8. 
Taneee, Tne ane Wm. H. Seif, pres. 
Average for 1902, 59,571 (876). Average first six 
months 1903, 64,871. 
Scranton, Times, every evening. 
Lynett. Average for 1902, 19,917 ( 
Warren, Forenings vam t ol , mo. 
Av. 1902, 1,641 (889). Circulates Pa., N. Y.and 0. 
w achington, Reporter, ‘daily. as L. Stew- 
art, gen. mgr. Ave erage for 1902, 5, 857 (889). 
Weat Chester, Local News. daily. 
Hodgson. Average for for sa 15,086 890). 
Y ork. Dispatch, daily. Dispatch Publishing 
Co. Average for 1903, 8,108 (%). 


Edw. J. 


W. a. 


RHODE ISLAND. 


Providence, Dey Journal, 15,975 (@O) (896), 
Sunday 18,28 ©). Eveni: Bulletin 87,- 
581, average A idence Journal Co., pubs. 


SOUTH CAROLINA. 


Anderson, People’s Advocate, reckiz. 6 
2. no issue less than } oan): 


Browne. Aver. 1! 
Columbia, State, daily. State Co., publishers, 
Actual a Sor "1908, Tiaily. 6.568 (2); semi- 


weekly, 2,015 Ck); Sunday, 7,705 (%). 
SOUTH DAKOTA. 


Sioux Falla, Argus Leader. Tomlinson & Day, 
rublishers. Actual daily average for 1902, 5,819 
(915). Actual daily aver. for 1903, 8,882 (). 


TENNESSEE. 


Chattanooga, Southern Fruit Grower, mo. 
Actual average 1902, 11,204 (920). Rate, 9 cents 
per line. Average Sor Septen September, 19038, 15,156. 


Gallatin, Semi-weekly News. In 1902 no issu 
less than 1,850 (923). First 6 mos. 1903, 1,425. 


Spence, | Sentinel, daily. Average 1902, 

7,701 (925). Average Oct ober, 1908, 10,716. 
Memphia, Commercial Appeal, daily. Sunday 

and week) Average, 1902, ly 27.506, om 

day 84,910, weekly 74,818 (927). First 9 

1903, dy. 28,445, Sy. 87,218, wy. 76,928. 


Naa otto, Banner, daily. Av. for oe ending 
Feb , 1908, 16,078 (929) Ar. for Oct., on 
O25. Only! Nashville d'y eligible to Roll ap aaer 


Nashville, Christian Advocate, w pe Site 
& Smith. Average for 1902, for 1902, 14,241 


Nashville, Merchant and Manufacturer. 
Commercial; monthly. Average for nine mont 
ending ber, 1903, 5,111 (3). 


Nashville, Progressive Teacher and Southw'n 


School Journal, mo. Av. for 1902, 8,400 (930). 


TEXAS. 


Pallas, Retail Grocerand Butcher, mo. Julian 
Capers, publisher. Average for 1902, 1,000 (944), 


Denton. mn Co. Record and Chronicle, 
w’y. W.C. Edwards. Av. for 1902, 2,744 (945). 


El Paso, Herald, any, Average for 
8.245 (946). J. P. Smart, Direct 
150 Nassau St., New York. = the 


the American 

lations of oo: fro de dail ‘papers 

are rated. mubts the aecuracy ° 

HERALD rating, bu it has recently been ap- 
rent that the Times” rating is fraudulent.— 

RS’ INK, July 22, 1903, 


La Perte, Chroricle, weekly. G. 403 . Kenpie, 
publisher. Average tor 1902, 1, 29 ( 


Paris, Advocate, dy. W.N. Furey, gil 1909 
no issue less than 1,150 (959) ; May, 190%, 1,252, 


UTAH. 
Ogden, Standard. Wm. Glassman, . Ay, 
for 1902, daily 4,028, semi-weekly 8,0 1 (970), 


VERMONT. 


Bai re, Times, daily. F. EK. Langley. 
2,854 (974). Last six months 1903, 


VIRGINIA. 


Norfolk, Dispatch, daily. Daily ave: for 
1902, 5,008 (985), Actual av. for 198, 2,489 (3k), 


WASHINGTON. 
Spokane, Saturday 8 tor, oy Frank 
leake. Average for 1 T 1902, 5,886 (999, 


Tacoma, Daily News, dy. Av.’02, 18, Pmadg dy 9 
Av. 9 mos, 1903, 14,014, satu Saturday issue, 17,222, 


Tacoma, Ledge .. Dy. av av. 1902, 10,986; Sy., 
14,195 . z, wtrl (1001). Av. 7 mos, 190% ex- 
ceeds 12,500; Sy., 15,500; wy., 8,500. 
8.C. Beckwith N.Y. Chicago, 


Aver. 1902, 
710 (x). 


rep., Tribune Bi 


WEST VIRGINIA. 


Serhovstare, Sentinel, daily. Fa Hornor, 
pub, Average for 1902, 2,804 ( 


W heeling, News, d’y and 8’ y: 
Av2rage for 1902, a’y 8,026, S’y 


WISCONSIN. 


Madison, Amerie, ba Amerika Pub- 
lishing Co. Average for 1902 ‘or I 496 eae 
Milwaukee, Badger, mon monthl 
Co. Aver. for year ending Marc 
since October, 60,000. 


News Pub. Co. 
$8,805 (1011). 


x se enor Sbe clos; 
00. Kate, 30c. a line. 


Milwaukee. Kvening Wisco nsin, d’ 
cunsin Co. Av. for 1903, 21,981 @ 


Milwaukee. Journal, ae. Journa! Co., pub. 


ve. Wis- 
y C0). 


Av. for 1903, 88,504 (sk). Dec . 703, 88,750. 


Oshkosh. Northwestern. daily. Av. for 1902, 
%, 902 (1036). First 4 mos, 1903, 6,270. 

Raeine, Journal, ‘daily. Journal Printing Co. 
Average six months to Faly 4, 4, 1903, 8.706. 

Racine, Wisconsin rriculturist, weekly. 
Average for 1902, 27,5 . (1089), For 1903, 
88,181 (2). Adv. #2. 40 per in inch. 

Waupaca, Post, weekly. Post Publishing Co. 
Average for 1902, 2,588 (1044) 


BRITISH COLUMBIA. 
Vancouver. Province, daily. W. Re ens 
publisher, Average for 1902. 5,987 (105: 


Vietoria. Colonist, dally. Colonist * i P. Co. 
Average for 1902, 8,574 (i051). 


MANITOBA, CAN. 
Winnipeg, Der Nordwesten, German weekly. 
Average for 1902, — ist 9 mos., 1903, 9,100, 


hoy mee Thon. di dally bal iy 16,674 
erage for &. + wee 0,674 
(1054). Daily, Beseutien, rise d 1,012, ¥ “ 


NOVA SCOTIA, CAN. 
Ps my Herald and Evening Mail. Av. 1902, 
S71. Av. 1902, 9,941 (x). Dec., 1903,11,878. 


ONTARIO, CAN. 


Toronto, Canadian Implement and Vebicle 
Trade,monthl) Average for 1908, 5.875 (sk). 


to, Star, daily. Average for 1902, 14,- 





Toron 
161 (1084), Six mos to October 1, 1908, 21,880. 
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QUEBEC. CAN. Master Rebate a ts Case rae 
I, Herald, dail Est. 1808. Av. for -5eT. 
wee ont' 1093)" Biz pom ths, 1003, 22,492, der the name of Le Combat Journal Independent. 


Montreal, La Presse. Treffle Berthiaume, Montreal, Star,dy.&wy. Graham &Co. Av. 
‘Tse. for’02, dy, 55.079, wy. 121.418 (1093). Siz moe. 


. Actual ave’ 1902. daily 70 
Seago to Rept Ist, 108, 75,08D (1088). end. May 3/, ’03, dy. av. 55,147, wy. 122,157. 








Publishers barred from entry into the Roll of Honor because 


they had not the requisite qualification—that is, because they 


had not placed on file a detailed, signed and dated statement 
conforming to the rules of the American Newspaper Directory 
—have Now an opportunity to be admitted if they do the four 


things here specified : 


1st.—Set down separately the number of complete and 
perfect copies’ printed of each issue during the 12 
months preceding the date of statement. 


2nd.—Divide the sum of the several issues by the number 
of separate issues, thus ascertaining the average 


issue. 


3d.—The statement should be dated, 


4th.—The statement should be signed by some person 
whose authority to give the information is either 
evident or stated. 


If statements of the character specified are sent to the editor 
of Printers’ Ink, he will edit the copy for the Roll of Honor 
and turn the statement over to the editor of the American 
Newspaper Directory for use in the 1904 edition of the Direct- 


ory, now undergoing the thirty-sixth annual revision. 
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A JOURNAL FOR ADVERTISERS, 

t= Issued every Wednesday. Subscription 
price, five dollars a year.in advance. Ten centsa 
copy. Six dollars a hundred. 

ADVERTISING RATES : 

Classified advertisements set in pearl, begin- 
ning with a two-line initial letter, put containing 
no other type laiger than pearl,10 cents a line, 


@ page. 
Displayed advertisements 20 cents a line, pearl 
measure, 15 lines to the inch ($3); 200 lines to the 


pege ($40). 
or specified position (if granted), 25 per cent 
addit! 


ional, 
For ition (full page) on first or last cover, 
Gountprten. : 

For second page or first advertisement on a 
right-hand page (full pages) or forthe central 
double pages printed across the centre margin, 
50 per cent additional. 

time contracts the last copy is repeated 
when new cupy fails*to come to hand one week 
in advance of oy of publication. 

Contracts by the month, quarter or year may 
be discontinued at the pleasure of the advertiser, 
and space used paid ys rata. t 

Two lines smallest advertisement taken. Six 
— wth a di tter i 

ovel ig ap g as reading matter is in- 
rted Pr 


8e ree. 
Advertisers to the amount of $10 are entitled 
to a free subscription for one year. 


3 Cuar.es J. ZinGG, 
Business Manager and Managing Editor. 
OFFICES: NO. ro SPRUCE ST. 
London Agent, F.W. Sears,50-52 Ludgate Bill. E.C, 


NEW YORK, JAN. 20, t904. 
*‘SGRAND STAND PLAYS.” 











If you are or ever have been a 
baseball enthusiast you thave time 
and again watched some outfielder 
make a franti: dash after a high 
fly, and, seemingly going at full 
tilt, jump high into the air and pick 
it off the clouds with the north end 
of his fingers amid tumultuous ap- 
plause from the grand stand. If 
you are a close observer you hhave 
noticed this same outfielder repeat 
the trick again and again and have 
learned that the high leap was 
really unnecessary, that he might 
just as well have been on the spot 
and let the ball drop easily into his 
hands, but that he wanted to e.ec- 
trify the assemblage—in other 
words, he was simply “playing to 
the grand stand.” 

Playing to the grand stand isn’t 
confined to the * mond. It’s con- 
spicuous in all walks of life, not- 
ably so in advertising. 

In fact, there is a deal of money 
spent on publicity that, scanned 
carefully, amounts to “grand stand 
play” pure and simple. 

For example: The “openings” at 
the department stores preceded by 
flowery advertisements telling how 


“our Paris representative” hag ge. 
cured for us from Worth, Paquin 
or Doenillet magnificent costumes, 
typifying the “dernier cri’ of so. 
ciety in the gay French capital, 
Of the crowds that throng these 
openings not one in a_ thousand 
would know a Paquin confection 
from the handicraft of Madame 
Mulvaney, whose native cleverness 
has enabled her to transfer the 
really effective features of Paris 
style into the gowns she makes for 
her clientele. Yet each year the 
changes are rung on the same old 
story. 

Each firm strives to convey the 
impression that it has “scooped” 
its rivals by getting closer to the 
inner circle of Paris styles. 

“Grand stand play’—all of it; 
for where ten garments are ac- 
tually imported the idea is con- 
veyed that there are hundreds, and 
no department store cloak buyer 
expects to make money out of the 
fancy garments he imports. 

Yet the grand stand play is ef- 
fective and is profitable advertis- 
ing, for it leaves an impression 
that the store “making the play” is 
a fashion center. The woman who 
sees one of Worth’s or Doucet’s 
garments thinks that the store 
which is progressive enough to pro- 
cure it must be a habitat of fashion 
—and a desirable place to pur- 
chase a $17.50 tailored suit. 

The applause from the grand 
stand comes in the form of ad- 
miring crowds to whom the prices 
of Paris creations are prohibitive, 
yet who are led by the display of 
imported models into purchasing 
the garments they really want and 
can afford. 

One great metropolitan. store. 
when opening the doors of a new 
building to the public some months 
ago, somewhat ostentatiously re- 
quested that automobiles be driven 
to a certain entrance and stationed 
along a certain street—a grand 
stand play calculated to impress 
the social stratum below the at- 
tomobile class far more than the 
people who ride in autos of their 
own. 

Grand stand plays are all right 
in themselves, but care must be 
taken that the public do not pene- 
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trate their veil too easily. The ball 
player who is constantly making 
spectacular plays, but who loses 
his head in really critical junctures, 
finds his counterpart in the store 
whose show of style or enterprise 
or public spirit is not backed by 
actual conditions; which does not 
by hard daily work endeavor to 
live up to the reputation created 
for it by “grand stand” plays. 


A DECISION has just been render- 
ed in the United States Court of 
Appeals which will be of interest 
to all publishers and proprietors of 
publicaticns, and which is of in- 
terest legally because it is perhaps 
the first authoritative declaration 
by a court of last resort that the 
title of a periodical may be a tech- 
nical trademark. The decision just 
rendered was in the case of W. H. 
Gannett, publisher of Comfort, 


Augusta, Maine, versus William F. 
Rupert, publisher of Home Com- 
fort, New York. The publisher of 
the well-known mail order journal 
Comfort, of Augusta, Maine, has 


on two previous occasions defended 
his right to the sole use of the 
word “Comfort” as the title of a 
publication. Neither of these cases, 
however, got beyond the first court, 
and in each case a perpetual injunc- 
tion was Obtained preventing the 
offenders from further use of the 
word “Comfort.” The third and 
most serious attempt was that of 
W. F. Rupert, who first issued a 
small leaflet entitled Baby’s Com- 
fort, which he later expanded into 
a magazine under the title of Home 
Comfort, Mr. Gannett objected 
to this infringement upon his own 
title, but the Circuit Court for the 
Southern District of New York de- 
clined to restrain Mr. Rupert from 
using the title Home Comfort. 
Mr. Gannett then carried his case 
to the United States Court of Ap- 
peals, the highest and final court, 
which has resulted in a decision 
which establishes by the judgment 
of a court of last resort Mr. W. 
H. Gannett’s unqualified property 
right in the title Comfort. 

_This is a trademark case .pure and 
simple. It is not a case of unfair com- 
petition. It is founded on a technical, 


common law trademark. For fifteen 
years the compl inant has p blished a 
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monthly periodical called Comfort. Un- 
der this name a large, lucrative and 
growing business has been established. 
A person publishing a newspaper or a 
magazine may give it a name by which 
it is known and by which its authenticity 
is attested. This name is entitled to the 
same protection as if it were affixed to 
other articles of merchandise. The pur- 
chasing public knows it by that name 
and no other. The name is a badge of 
origin and genuineness. It is as much 
a part of the proprietor’s property as his 
counting room or printing press. <A 
rival publisher has no more right to ap- 
propriate the name of the periodical than 
the individual name of its owner. But 
it is objected that “comfort” is a stan- 
dard English word, not fanciful or manu- 
factured, but descriptive, suggesting the 
purpose and errand of the paper. It 
certainly is descriptive, but of what? 
Surely not of a family newspaper. Some 
of the synonyms of comfort are con- 
solation, contentment, ease, enjoyment, 
happiness, pleasure, satisfaction; but 
would any of these be used by a rational 
being to describe a monthly journal in- 
tended to circulate in the rural districts? 
Would the word “ease,” for instance, 
when applied to a newspaper, convey to 
the reading public any accurate informa- 
tion of -its errand or purpose or the 
character of its contents? It is thought 
not. 

“Comfort” is, it is true, a common 
English word free to all, but so are 
“century,” “cosmopolitan,” ‘‘forum’”’ and 
“arena.” The last two are suggestive of 
ancient contests, physical and intellec- 
tual, but not of a modern literary re- 
view. Such words are continually being 
selected, arbitrarily, to designate publi- 
cations which in time become known 
solely by the names so bestowed upon 
them, and such use is protected by the 
courts. 

The defendant is publishing a monthly 
paper circulating, in part at least, in the 
same territ.ry as the complainant’s paper 
and covering a somewhat similar field. 
He calls his paper Home Comfort. This 
is enough to justify the relief prayed 
for. It is of no moment that the proof 
fails to show deception, confusion or 
injury to any marked extent. Such 
proof is wunncesssary where _ infringe- 
ment of a valid trademark is clearly 
established. The defendant is using the 
complainant’s property and, as he is 
acting without color of right, the com- 
plainant is entitled to have that use dis- 
continued. If the defendant’s conten- 
tion is correct that actual damage must 
be proved before an injunction can issue, 
it follows that if to-morrow a new in- 
fringer should commence the publication 
of a paper with a Chinese copy of the 
complainant’s trade-name on its title 
page, the court would be powerless to 
grant relief until the infringement had 
been carried on long enough to cause 
actual, provable damage. Equity is not 
so helpless and impotent. It is the 
policy of the law to arrest the pirate be- 
fore he actually makes off with the 
plunder, 
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THE unsuccessful advertiser 
complains that advertising is ex- 
pensive, but the shrewd, systematic 
buyer of publicity wonders that it 


can be sold so cheap. 


Tue Christian Weyand Brewing 
Company, of Buffalo, N. Y., have 
just made this announcement: 

On and after January rst, 1904, we 
will discontinue giving trading stamps 
to our patrons. his will enable us to 
offer our famous bottled beer at 50 
cents per dozen, instead of 60 cents. 


Srx leading dry goods houses of 
Peoria, IIll., have entered into an 
agreement not to give out trading 
stamps after March oth next. An 
announcement to this effect has 
been publicly made by Schipper & 
Block, Harned & Von Mauer, P. 
A. Bergner & Co., Clark & Co., 
the Rosenthal Dry Goods Co., and 
the I. N. Martin Dry Goods Co. 

Tue Associated Biliposters and 
Distributors of the United States 
and Canada will hold their direc- 
tors’ meeting in San Francisco 
March 1 to 3, and the event will 
form the occasion for a special trip 
through the West of the associa- 
tion’s members, lasting eighteen 
days. 

Tue Fort Dodge (Iowa) Mes- 
senger keeps that town to the tore 
in its columns, ably seconding the 
advertising campaign of the Fort 
Dodge Commerical Club to pro- 
mote the city. The issue of De- 
cember 29 contained a page of 
facts regarding the town’s re- 
sources, with the address by Presi- 
dent A. B. Stickney, of the Chi- 
cago Great Western Railway, at a 
dinner of the Commercial Club. 
Fort Dodge was considered the 
least enterprising town in Iowa 
ten years ago, and it is said that 
a local clergyman, to emphasize its 
general pokiness, announced one 
Sunday night that the last Jew 
had left the place in despair. But 
since 1897 the population has prac- 
tically doubled, a spirit of progress 
has succeeded to indifference, and 
under the influence of the Com- 
mercial Club and energetic adver- 
tising Fort Dodge is rising to the 
place to which it is entitled by na- 
tural advantages, 


THE’ American  Agriculturist 
weeklies, published by the Orange 
Judd Company, Springfield, Mass, 
issue on February 6 a Garden An- 
nual of 210,000 copies. 


I HAVE just returned from a trip 
to Montreal and through a large 
portion of the Dominion of Can- 
ada and have been amazed at the 
prosptrity of our neighbor. {t 
seems to me that it presents such 
an attractive field that no wide- 
awake American advertiser can 
afford to overlook it. I do not 
know of any field that offers as 
attractive an advertising invest- 
ment as Canada. It. people look 
to America for ideas and respond 
quickly to good advertising —WM, 
Lee Starke. 


ADVERTISERS have watched with 
interest the steady forward march 
of the Philadelphia Booklovers 
Magazine. Its advertising pages 
are clean and dignified. The Jan- 
uary issue of this publication is of 
a high standard both as to adver- 
tising patronage and literary excel- 
lence. On February 5, 1904, the 
advertising rates will be advanced 
from $125 a page to $150. The 
new rate takes effect with the 
March number. Actual orders will 
be accepted at the old rate up to 
February 5, and on this date the 
forms for the March issue close, 
It is a condition of each reserva- 
tion order that some space be used 
in the March number and remain- 
ing space may be used in any issue 


up to February 5, 1905. 


DOXINE. 
Cuirnton, Iowa, Jan. 6, 1904. 
Editor of Printers’ INK: 

I notice in your valued journal of 
December 30th a letter from W. S. Cox, 
Editor of Arena, Brainard, Minn., ig 
which he gives his profitable experience 
in substituting ‘‘Doxine” in place of 
benzine for cleaning type and rollers. 
For the benefit of the craft I wish to 
endorse the statement of Brother Cox, 
that it is more effective than benzine for 
removing ink from type, and in cleanin 
rollers it leaves them clean, soft an 
pliable, and with a good suction. I have 
been using it for the past six months, 
and I find it much cheaper than ben- 
zine, to say nothing of the feeling of 
security in ‘having eliminated the benzine 
can from the office. I also find it very 
useful in cleaning cabinet fronts and 
woodwork in general. Yours truly, 

Cuas. E. Beaumont, 
Manager Allen Printing Co, 





co 


<n me oh oe ee Oe ee a Oe ee oe 


PRINTERS’ INK. 


Tue Little Schoolmaster has of- 
ten remarked that the advertise- 
ments of publishers are rarely good. 
That means, magazine and news- 
paper publishers do not give 
enough attention to careful prep- 
aration of copy as a rule. Notable 
exceptions of late are the an- 
nouncements of M. Lee Starke, 
whose weekly page ads in PRINT- 
ers’ INK are made to tell an ac- 
tually. interesting story. Another 
one which attracted PRiNTERs’ 
Inx’s attention is the following: 

BEHIND THE POCKETBOOK 
there is a woman. That woman can be 
reached by the right sort of advertising 
in the right sort of magazine. 

McCall's is a magazine that anticipates 
a woman’s wants and supplies her needs. 
It touches her pocketbook. 

Your advertisements in its columns 
get much momentum from a five hundred 
thousand circulation confined entirely to 
women buying for homes. This is one 
of the greatest buying constituencies in 
the world. Advertisers who have tried 
it know it. It spends five hundred mil- 
lion dollars every year. 

You can talk to the woman behind the 

ckethook every month in McCall’s. 

ou can reach McCall’s readers in no 
other way. 


THE publisher of the Des Moines 
Daily Capital, Mr. Lafayette 
Young, Jr., says that his paper has 
just completed what it calls its 
sixth annual bargain day. This 
is a great subscription offer in 
which the price is reduced from 
$3.00 to $2.00 cash in advance for 
one day only. This is the sixth 
bargain day the Capital has had 
and the greatest of them all. The 
Capital this year received more 
than 5,000 new subscribers on De- 
cember 28th and two or three days 
following and almost $30,000 in 
cash, being payment in advance: for 
new subscribers and renewals on 
the part of old subscribers. This 
now gives the Capital a circulation 
exceeding 34,000, three-fourths of 
the mail circulation being paid in 
advance. This bargain day scheme 
is advertised for six weeks in ad- 
vance in more than 300 weeklies 
in Iowa and in all the agricultural 
weeklies and monthlies. More than 
a thousand agents solicited for 
the Capital this year and sent in 
lists of names ranging from two 
and three subscribers up to three 
and four hundred, 
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KorEAN commerce amounts, ac- 
cording to a statement just issued 
by the Department of Commerce 
and Labor through its Bureau of 
Statistics, to about fifteen million 
dollars per annum. Imports ma- 
terially exceed exports, and accord- 
ing to the best statement that the 
Bureau of Statistics is able to ob- 
tain, amount te about ten million 
dollars, and the exports to about 
five millions. While in the case of 
China the foreign commerce of the 
country is carried on chiefly, al- 
most exclusively, through the 
“treaty ports,” this is not the case 
with reference to Korea, only about 
one-third of the foreign commerce 
above alluded to passing through 
the treaty ports. American pro- 
ducts, both manufactured and 
otherwise, are popular in Korea, 
but the very large proportion reach 
that country through China and 
Japan, and the direct trade of the 
United States with Korea is ex- 
tremely small. It is only within a 
comparatively short time that the 
direct trade of the United States 
with Korea was of sufficient im- 
portance to justify a separate rec- 
ord. In 1897 the exports from the 
United States to Korea were $509 
in value; in 1898, $125,000; in 1902, 
$251,000, and for the eleven months 
ending with November, 1903, $366,- 
919, indicating that for the entire 
calendar year 1903 the total exports 
to Korea from the United States 
will amount to about $400,000. 


PRINTERS INK wants a 
capable correspondent for 


occasional interviews in 
San Francisco, Chicago, 
Boston, Washington, D. 
C., St. Louis and other 
cities where stories of 
notable advertising suc- 
cesses may be had. 
Writers are invited to 
send in a brief bulletin 
outlining what they think 
they can do, 
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Tue following column adver- 
tisement of the Church of Christ 
(Disciples), Traverse City, Mich., 
was clipped from the Daily Eagle, 
that town, January 2. It may be 
considered sensational, but nobody 
will deny its force. Thomas vr. 
Ullom is the pastor of thi church, 
and it is said that in addition to 
liberal display advertising he also 
buys space in which to print his 
sermons, thus securing accurate in- 
sertion: 

FIRE! 
FIRE! 
FIRE! 
THE IROQUOIS 
DISASTER 


Is but a faint miniature picture of that 
DAY when the KINGS of the earth 
and the great men, and the rich men, 
and the chief captains, and the mighty 
men, and every bond man, and every 
free man, will hide themselves in the 
dens and in the rocks of the mountains 
and will say to the mountains and rocks, 
FALL on us and hide us from the face 
of Him that sitteth on the throne and 
from the wrath of the LAMB: For the 
GREAT DAY of his wrath is come, and 
who shall be able to stand? (Revelation 
6:15-17.) 


God was not responsible for this great 
loss of life in Chicago, neither will he 
be to blame if you or I in hell lift up 
our eyes being in torments. 

I warn you to-day to FLEE FROM 
THE “WRATH TO COME.” 

I invite you to Come to Jesus Christ, 
for in Him you will find 
SECURITY 

SAFETY AND 
CERTAINTY. 

A greater HOLOCAUST is enveloping 
our young people than that which took 
place in the Metropolis of the West just 
a few days since. 


“SAVE THE BOYS AND GIRLS” 
is the subject of our Sunday Night Ser- 


mon in the 
CITY OPERA HOUSE. 

N. B.—Have changed our place of 
worship, hoping to find an auditorium 
which can be comfortably heated. The 
proprietors promise us that it will be 
warm and pleasant. 


THE CLASSIFIED ADS. 

Tue Reratt Drvuacist, 
Published Monthly in the Interests of 
the Entire Drug Trade. 

Detroit, Micu., Jan. 8, 1904. 
Editor of Printers’ INE: 
We write this to inform you that our 


ant Ad” in Printers’ INK has 
brought us more than satisfactory re- 
turns. We have answers from it from 
all over the world and from a high class 
of people. It has been the means of 
placing for us good paying business. 
Thanking you for the good service ren- 
dered, we remain, vours very truly, 

Tue Reta, Drvacist. 
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WirTH its march issue the Book. 
lovers Magazine will reopen its 
advertising prize contest, at the re. 
quest of a number of its advertisers 
and advertising agents. There can 
be no doubt that this contest jp. 
sures a critical examination of al] 
advertisements and opens thus an 
intelligent discussion of them 
among readers. Such discussions 
must react to the advantage of all 
advertisers. The same general ideg 
will be followed as last year, but 
the prizes to be awarded are in- 
creased. 


A QUESTIONABLE FACT. 


Office of the 
JOURNAL OF THE ASSOCIATION OF Mit- 
TARY SURGEONS OF THE UNITED 
STATES. 
CARLISLE, Pa., Jan. 9, 1904, 
Editor of Printers’ Ink: 

As an always interested reader of 
Printers’ Ink I have learned to regard 
your valuable journal as an oracle upon 
all subjects involved in periodical pub- 
licity. Many years’ experience has taught 
me a good deal with regard to the pub- 
lisher’s side of the question as well as 
a little with regard to the advertiser’s 
attitude. One potmt, however, I have 
never been able to explain—why it is 
that the advertising agencies have so 
much trouble in keeping their files of 
journals complete. Where not one com 
plaint per thousand of non-reception of 
a journal will come in from subscribers, 
ten complaints per hundred will arrive 
from advertising agents. One advertis- 
ing agent, for example, to whom is mail- 
ed regularly five copies of a periodical 
with the mailing list of which I am fam- 
iliar, writes at Srcmmont intervals calling 
for an extra special copy with the state- 
ment that their account cannot be settled 
unless they receive it promptly. Can 
you answer the conundrum—why the 
journal files of advertising agents cannot 
be kept as easily and readily as those of 
regular subscribers who are not supposed 
to have especial facilities and systems 
for so doing? 

The circumstances to which I have 
referred and the question which I have 
asked are paralleled by almost every pub- 
lisher with whom I have talked upon the 
subject, and I am sure an explanation 
of this situation would be of much in- 
terest to them all. 

With kind regards aftd congratulations 
upon the progressive success of your 
work, I remain, 

Very faithfully yours, 
James Evetyn PIvcuer. 


Dr. Johnson is said to have as- 
serted that the explanation uf many 
of the most extraordinary facts 
would be found on the circum- 
stance that they were not true. 
PRINTERS’ INK is of the impression 
that Mr. Pilcher’s alleged fact can 
be explained in the same way. 
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Tur German Gazette, Philadel- 
phia, printed 2,791 columns of ad- 
yertising in 1903, and the publisher 
says that this is the second largest 
showing of any German paper in 
the United States. Nearly half a 
million lines of medical advertising 
were published, Swamp Root being 
first with 50,000 lines. Lydia Pink- 
ham used 28,000 lines, Cascarets 
17,00, Castoria 12,000, Peruna 
35,000, Dr. Shoop 20,000, Ripans 
10,000, Cuticura 10,000. Philadel- 
phia has 300,000 Germans, and the 
Gazette claims the largest’ circula- 
tion among dailies printed in Ger- 
man in that city, the statement for 
1903 to the American Newspaper 
Directory showing a daily average 
of 47,784 copies, morning and even- 
ing. In a booklet giving this infor- 
mation is reproduced an article 
from Printers’ INK showing the 
extent to which German papers are 
used by department stores, with 
specimens of full-page German 
ads for Philadelphia establish- 
ments. The Gazette pays particular 
attention to translations, furnish- 
ing them to advertisers free of 
charge, even if published in other 
newspapers. 


A PRIORITY CLAIM. 
TENGWALL TALK, 
The Businessman’s Monthly Magazine 
of Suggestion. 
Ravenswoop STATION, CHICAGO, 
Jan. 6, 1904. 
Editor of Printers’ INK: 


Our two announcements in your clas- 
sified columns have been pulling very 
well. Kindly continue them until 
further notice. 

I noticed in a recent number of 
Printers’ INK an article regarding a 
National Advertising Club. Credit was 
given to Mr. Olmsted of the National 
Food Company for the suggestion. In 
July, 1903, there appeared an article in 
Tengwall Talk suggesting a National As- 
sociation of Advertising Men, and in 
August and Sepgember Tengwall Talk 
there were printed letters from prom- 
inent advertising men endorsing the 
suggestion and offering their support. 
You will remember I spoke to you per- 
sonally about this when in your office 
last August. In August Tengwall Talk 
it was suggested that a day be set aside 
at the St. Louis Exposition next year, 
to be known as Advertising Men’s Day. 
I understand that such a day has been 
appointed, and I believe that it will be 
an opportune time to organize a national 
club. Cordially yours, 

S. DeWitt Crovucx, 
Editor, 


Henry OLENDORF SHEPARD, pre- 
sident of the Henry O. Shepard 
Company and the Inland Printer 
Company, Chicago, died December 
31, 1903. 


COMMERCIAL ART CRITI- 
CISM. 


THe J. C. Ayer Co., 
Manufacturing Chemists. 
LoweELt, Mass., Dec. 31, 1903. 

Editor of Printers’ INK: 

We have always noticed with great 
pleasure your eminent degree of fairness, 
therefore we wish to ask you if you think 
it is exactly the square thing for you to 
hold us up to such caustic criticism as 
is done by your correspondent, Mr. 
Ethridge, on page 42 of your issue of 
December 2d? 

In other words, is it the fair thing to 
compare the work of this house as per: 
formed before the flood with the work 
it is doing these later centuries! 

The advertisement selected for illustra- 
tion No. 1 was used so many years ago 
that we cannot find anyone in our ad- 
vertising department who can recall the 
time when it was given to the press. 
It certainly was used long, long before 
the heavy border was so generally seen. 

We have no objection whatever to any 
amount of criticism of our work, pro- 
vided it is on the square. But this idea 
of going back a great many years, fishing 
up some little obscure ad, and then com- 
paring it with the modern way of deal- 
ing with the subject, is, to our mind at 
least, exceedingly unfair. 

Very sincerely yours, 
Cuartes H. Stowe tt. 

To the above letter Mr. George 
Ethridge, of 33 Union Square, New 
York, replies as follows: 

The advertisement in question was 
sent in with the suggestion that it of- 
fered considerable latitude for improve- 
ment, and requesting that it be im- 
proved; it bore no date and had no visual 
evidence that its origin antedated the 
deluge. If it was a survivor of pale- 
olithic inscription the truth was disguised 
in. the fact that it reached me as a 
quarter-page advertisement, clipped from 
a modern magazine. 

Most of the advertisements treated in 
this department in Printers’ INK are 
sent in for criticism by those interested 
in the subject of Commercial Art im- 
provement, and many are from adver- 
tisers who are dissatisfied with the ones 
they employ and hope to have them bet- 
tered. he criticism referred to cannot 
justly be termed caustic. It occupied 
only two short paragraphs in the entire 
page and was treated in a manner that 
would not be objectionable to any but 
the supersensitive. There is every wish 
and intent to conduct this department in 
a fair and impartial manner. Its pur- 
pose is to instruct and benefit, and gen- 
erally the subject on the operating table 
submits gracefully to surgery that is 
curative to him and beneficial to the 
clinic—a demonstration with the sincere 
intent to help to improve many forms uf 
advertising illustrations. 
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THE “PHILADELPHIA BUL- 
LETIN” DURING 1903. 


While the year 1903 was for the 
most part only a normal year in 
the general opportunities for news- 
paper growth, it was productive of 
the highest circulation by far that 
the Bulletin has yet reached. The 
daily average number of copies sold 
in the year 1902 was 130,084, then 
a high-water mark, but in the year 
1903 it had risen to an average of 
144,375, Or an increase of upwards 
of 13,000 on what had already been 
the largest circulation ever given 
regularly in this country to any 
evening paper outside of Chicago 
and New York. 

This growth represents no forced 
or factitious processes of claiming 
public attention; it has been the 
result solely of a recognition by 
the public of the interest and the 
value which it finds in the Bulletin 
as a newspaper and as a newspaper 
only, and it is as wholesome and 
permanent as it has been steady 
and continuous. 

The great bulk of this average 
circulation of 144,375 is distributed 
in and about the city of Philadel- 
phia, or within a radius of twenty 
miles of the City Hall; it reaches 
the majority of the dwelling houses 
of all kinds of Philadelphians, and 
we believe that there is not now 
and never has been a daily news- 
-paper, either morning or evening, 
with a circulation equaling it 
within the city itself—Editorial in 
Evening Bulletin, January 5, 1904. 


COPYRIGHTED ENGLISH 
WORDS. 


Many readers of Printers’ INK 
have probably watched with in- 
terest the outcome in the trademark 
suit of Burroughs, Wellcome & Co., 
of London, against Thompson & 
Capper, which was so ably reported 
by the Little Schoolmaster’s Lon- 
don correspondent in the issue for 
January 6, 1904, and decided in 
favor of the plaintiffs. 

In March, 1884. the plaintiffs re- 
gistered the word “Tabloid” as a 
trademark for compressed drugs, 
and since then have spent every 
year large sums of money to iden- 
tify that word with certain drugs 
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of their manufacture. In the 
course of time it came about that 
new dictionaries contained the 
word “Tabloid.” When the defini- 
tion was given simply as a little 
tablet, or a pellet of anything, the 
inventors made it a practice to 
write to the editor of the dictionary 
asking him to acknowledge their 
creation of the word and their 
copyrighted ownership of it in the 
next edition. 

Mr. Wellcome says that this has 
always been conceded, and that he 
thinks he could demand it legally 
if it were not. Col. Chesebrough 
has had the same troube with the 
word “Vaseline” and has proceeded 
in the same manner. 

Mr. Wellcome coined the word 
“Tabloid” in 1884 and it was not 
at that time in any dictionary. It 
is a good word and he made it 
known by good advertising. 

A corresponding case is found in 
the word “Tabules,” first made 
known to the American public in 
connection with Ripans Tabules, a 
compressed dyspepsia remedy, 
which has been on the American 
market since 1891. The proprietor 
of Ripans himself coined the word 
“Tabules” and it was not then 
known or contained in any dic- 
tionary. If it is embodied in issues 
of American dictionaries, the 
proprietor of Ripans Tabules would 
be entitled to receive credit for a 
good word, which liberal adver- 
tising made known to millions of 
American people. 


1903 was a banner year for the 


Indianapolis News. Circulation 
statistics printed by the publisher 
show a gain of 7,790 copies daily 
average over 1902, deducting un- 
sold copies. The advertising for 
the year reached the grand total of 
19,632 columns, or 1,698 columns 
more than the previous year. The 
daily average was sixty-three col- 
umns, or a gain of five and a half. 
The News printed 264,123 classi- 
fied want ads, or 125,894 more than 
all other English dailies in In- 
dianapolis combined during the 
same period. In ten years the 
News’ consumption of white paper 
has increased from 485 tons annu- 
ally to 3,610 tons, 
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Tue Atlanta, Ga., News submits 
a detailed statement showing an 
average circulation for 1903 of 
20,104 copies and an average for 
December, 1903, of 23,720 copies 
daily. Mr. S. C. Beckwith calls 
attention to the fact that the News 
carried during September, October, 
November and December 1,114,- 
008 lines of paid advertising, or an 
increase of 643,188 lines over the 
same months in 1902. 


A BURNING QUESTION 
SETTLED. 


New York, Jan. 12, 1904. 
Editor of Printers’ INK: 

I am sometimes puzzled to know 
whether an advertising agent is or is not 
entitled to a commission on an order. 
Are there any conditions under which 
the agent is not entitled to have the 
commission allowed? Your reply will 
oblige An Anxtous ENnQurrer. 

If an advertising agent is recog- 
nized at all, the recognition ex- 
tends to him authority to give an 
advertiser every concession which 
the advertiser could obtain, or has 
obtained, by personal application at 
the office, and to receive on the 


lowed to the agent, as such agent. 
The agent is never to be deprived 
of his rights to accept an order 
from an advertiser at the price 
and on the most favorable condi- 
tions which the advertiser may 
have had conceded to him, or that 
would be conceded to him by per- 
sonal arrangements with the pub- 
lisher’s office. For example: If an 
advertiser, who is not an agent, can 
obtain the usual agent’s commis- 
sion as a concession, the recognized 
agent may take the order, allow the 
conceded commission to the adver- 
tiser, and remain entitled to re- 
ceive the usual commission upon 
the net price the advertiser is to 
pay. Ae 
The agent may intercept an ad- 
vertisement order at any point be- 
fore it has actually reached the 
office, or even after it has reached 
the office, should the advertiser see 
fit to withdraw it. 

The only way the agent can be 
denied his commission on an ad- 
vertisement offered at a gross price 
equal to the net price that would 
be demanded of the advertiser is 
by a refusal to do further business 


order the commission usually al- with that agent as an agent. 





i‘ 





“PUBLISHERS’ ANNOUNCEMENTS” IN ROWELL’S 
AMERICAN NEWSPAPER DIRECTORY. 


Under this heading and designated from the text by the distinguishing 
words ‘‘PUBLISHER’S ANNOUNCEMENT,’’ a newspaper publisher is per- 
mitted, on his own responsibility, to make any statement in the Directory 
about his own paper that he would wish to speak to an advertiser could 
he be at his side at the time he consults the Directory with a thought of 
advertising in the paper or the town. Such announcements convey to 
the advertiser facts he would be glad to know, but with which it is not 
the province of the Directory editor to deal. For instance, make the 
advertisement ¢e// a story, however brief. Gather the strongest talking 
points your paper possesses. It may be guadity of circulation or quantity, 
and very often doth, Talk of the peonle’s character which your paper 
reaches—thgir money earning capacities—the factories located in your 
territory, the industries, about crops, about geographical and commer- 
cial centres, about anything which throws light on the purchasing power 
of your readers. They are paid announcements, costing a dollar a line 
of six words, and should waly be used by those publishers who have 
something to say of their papers that it would be worth an advertiser’s 
while to know. 


For further information, if needed, address 
JOSEPH G. FOGARTY, 
Editor Rowell’s American Newspaper Directory, 
No. 10 SPRUCE STREET, NEW YORK. 
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ADVERTISING THAT PAYS, 
Another Interesting Letter. 


Two weeks ago we reproduced in Prinvers’ Inx a highly complimentary letter from the 
Postam Cereal Company, a concern spending a million dollars a year in advertising, 

Here is a letter from Kranich & Bach, one of the leading piano manufacturers fi; the world 
which shows what we did for them dering the month of December, . 

Our plans and copy inereased their business several hundred per cent over any other 
month in their experience of nearly half a century, This, too, notwithstanding the facts that 
competition is now remarkably strong among the makers of lending pianos, and that at the 
holiday season department stores make every possible effort to get all the piano business by 
running big spaces in the newspapers and advertising pianos that they claim are " just as 
good,'’ at bargain rates and on easy payments, 

This letter speaks for itself, 

This is surely advertising that pays, 

Are you in the market for that sort of publicity? 


THE GEORGE ETHRIDGE COMPANY, 
39 UNION SQUARE, NEW YORK City, 


LISHED 
getanen ees, 
—- pagers —* 


FROM 23310245 EAST 23° ST, 
° AND 408 20 AVE m% 


2 Wareruoms hes 
sg oe 
Brunch 16 Wist 125" Street Y ‘Gor 4 
The George Bthridge Company, Yue —e ee 
New York City. 
Dear Sirai- 

We feel that it is due you that we state the advertising 
plan suggested by your Mr. Kitohell and comprehending the detaile 
of policy, writing and selection of mediums for advertising for the 
month of December produced an amount of business far in excess of 
our expectations. 

The good effects were apparent immediately after the 
advertising cammenced, and our daily sales of pianos since then 
increased to several times the amount prior to thie advertising. 

We are selling more instruments than ever before in our 
Kietory of forty yeare of piano making, and, considering that we have 
not reduced our prices, it is highly gratifying to us and a proof 
that really high clases pianos, properly advertised, can be marketed 
on their merits to an intelligent publio without recourse to bargain 
counter methods. 

It must be interesting to you to note the enclosed high 
tribute voluntarily paid to this advertising by the Musical Courier. 

Assuring you of our appreciation of your valuable service, 


we are, Very respectfully, 
a ‘ L) 


auch Mfoek 
wena oo a 
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Advance in Rate 





Tue Boon_tovers MAGAZINE 


The Advertising Rate of THe BookLovers MaGazine will 
be advanced February 5, 1904, from $125.00 per page to 
$150.00 per page. The new rate takes effect with the 
March number. Actual orders will be accepted at the 
present rate if received by 


February 5, 1904 


On this date the March advertising forms close. It must 
be a condition of each reservation order that some space 
is to be used in the March, 1904, number and that the 
remaining space is to be used in any following issues up 
to and including February, 1905. 


The advanced rates are based on a guaranteed circulation of not less 
than 135,000 copies monthly for the year beginning March, 1904. 
Every edition to date has been completely sold out. The circulation 
for March will be 


140,000 Copies 


THe BooKLovers MAGAZINE is going steadily forward. It is 
making friends for itself everywhere. Its advertising pages are 
popular because they are clean and dignified, and, what is more, 
they have never been otherwise. We cannot promise anything to 
the advertiser who has’nt a high-class article to sell. Our maga- 
zine goes exclusively to well-to-do people. 


Tue BookLovers MaGaZINE 
1323 Walnut St., Philadelphia 
NEW YORK CHICAGO BOSTON 


944 Broadway Marquette Bldg. 396 Boylston St. 
DAVID D. LEE E. C. THURNAU PHILIP J. SYMS 
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If you make merit the basis in selecting 
mediums for your Spring advertising, 
the first three on your list will be 














The Vickery 6 Hin List 


($5.10 an Agate Line) 


41. oe Women 


($3.00 an Agate Line) 


and iseod Sewries 


($1.50 an Agate Line) 
OF AUGUSTA, MAINE. 


§ They are the oldest and most popular family papers pub- 
lished, reaching the homes of the prosperous middle-class 
people in the small towns, villages and rural districts, who 
subscribe and PAY IN ADVANCE for them year after year. 
Acknowledged to have the LARGEST PAID-IN-ADVANCE 
CIRCULATION IN THE WORLD, and in this connection we 
want to impress upon advertisers the fact that great circula- 
tions are not substantial circulations unless they have YEARS 
behind them. 

¥ For 30 years these peerless mediums have been steadily 
growing in favor with careful and discriminating advertisers, 
and those who advertise in them continuously look upon them 
as the papers from which they are sure to get good, substan- 
tial returns. 

{ By using all of the Vickery & Hill publications any mail 
order advertiser can be satisfied that he is getting the very 
best value in advertising that money can buy. 


SEND FOR SPECIMEN COPIES AND RATES 
The Vickery & Hill Publishing Co. 


AUGUSTA, MAINE. 


E. H. Brown, Boyce Bldg.,Chicago C.D. Colman, Flat lron Bldg., New York 
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Oup, dead wood don’t make the hottest 
fire—old, dead ads don’t bring new busi- 
ness.—White’s Sayings. 


Advertising Agencies. 


witht ty kas goles, Ca Calitor- 
CUBTISREW: 2. Los At ine 


heroine “4 “trade 
outd Effect je, newapaperss plans. P Ker: 
fC. COAST ADVERTISING, 25c. copy; $2 year. 


LIFORNIA—PACIFIC COAST. 
Basa AND SWASEY, 107 New Ayn =A 
Francisco— 


agenc, 
bes ft.; —— AS people: 
pain; an An advertisers ‘money by adviat 4 
iL newspapers, 8, Wi 
Suet ears,distribu ,etc, Can place goods with 
wholesaiers and retailers. Knowing condi- 
tions, we can place your advertis’g without waste. 
DISTRICT OF be = 
Tare of lending “Wan 
RELL “ADVEN 
dg., Wenhingto 


ILLINOIS. 
By men & GUNDLACHG, 115 Dearborn 8 
Chicago, areas © ‘aud magazine ap end 

in U. ‘anada. pe eh —_ for 
ee inate t and European publications. 
ADVERTISERS, , consult us before mame your 

advertising and get the benefit of /8 years 
of ripest- ex to - 
successful adve ig: ‘oc. 
Guide x for the asging. GUE: (NTHER-BRAD 
FORD & . (Founded 1885), Schiller Bidg., 


or any part o 


nt FREE, 
SING AGENCY. 


KENTUCKY. 
M.CALDWELL Adv. Ag’cy,Louisville, plans, 
¢ prepares, placesadv’ng; hewpapers, mags. 
MARYLAND. 
ILBOURNE ADVERTISING AGENCY, ~~ 
i¥i_ more. Estab. 1876. Newspaper, 
outdoor advertising written, ned, 
Don't spend $iin Md. beforege our 


MINNESOTA. 
<-y” YER ADVERTISING AGENCY, Trib- 


e Bi The 
agency oy of Netthwese We know territory y thor- 
oughly; give small accounts Fishes attention. 
eee of the American Adverti Agents’As- 
ion, 


—- 





NEW JERSEY. 


AIL-ORDER ADVERT IPENG A seer ltr, 
STANLEY DAY, et, N. J. ‘ 


Newmark: 


NEW 
(} 40. P.ROWELLE&CO., founded in 1865, under 
J the new management not onl ‘plans, p laces 
and annie 9 but also acts as sales Managers. 
Esti <ontgus upon request. 10 Spruce 
Street, New 3 York 


ORTH AMERICAN ADVERTISING CO.—Or- 
ganized b 


@ deal. L. Perin ne, pres.; W. W. Seeley, 

; F. James Gibson, sec.: Baxter Cater- 
son, 100 William St., how York. 
M seo MATLORDER ADVERTISERS, 

large returns sho hale ape. 
ah Rerepetioan list. For $10 I will ee 
one time (any day) a 25-word classified ad 
ment Ms; “ e following list: 
lis Sentinel, 


Phila. No.. American, 
Phila. Record 





UbOLPH GUENTHER, 


lagazine Adve 
108 aes *Pnone 995—John, NEW YORK. 
Write for Comb nation Offers. Magazine Lists, 
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PENNSYLVANIA. 
4 4.1. — ADVERTISING AGEN 
PI eyes gee ote reet (estab. —- Philadeiphia. 
beer ani mere news| e 
an newspaper a folders. 
v Write for Other People’s Opinions” of our 
service. 


CANADA. 
Fors ey Se one words, classified, once in 
wy oak y largest Canadian cities ; 3 
with order. 


3 insertions, $1 
SAD. ‘AGENCY, Ltd., Montreal. 


DESBAKA' 


Classified Advertisements. 
Aduartijoments under this head two lines or more 
handed in one week 40 cents a line. Must be 
in one week in advance, 
WANTS. TS. 


N*".42 ad stat, 10c. Brin; Me 
“POINTS,” M 


XPERIENCED 
required. be NaI 


R._ PUBLISH 
4 WANT NEW ORK REPRESENTATIVE! 
AD SPECIALIST, 10F Liberty St., New York. 


OREMAN WANTED—All round printer with 


family. No tramps need apply. NORTH- 
WEST Fa & HOME, North Yakima, Wash. 

M°Le than 225,000 copies of the morning edi 
i tion of the World are sold in Greater New 
York every day. eats any two other papers. 


Aa of ability see seeks position; eupert- 


enced; practical knowl 
cuts, make-up, trade paper. * niesee Ope Ay rt 


OSITION as adwriter—ass it or 
Correspondence courses and some success- 

ful experience. Excellent references. Will ac- 
cept assistant to su iter 


money by mail 
junapee. aN HE. 


a References 
ADV. CO., Denver, Col. 


iat 





small salary as 
of extensive advertising. C. T., this office. 
Daron Ey EWSPAPER MEN’S EXCHANGE, 


tent work- 
klet. 368 


1898, represents com 
ers in all Copeemeeee. Send for 
Main St. » Springfield, Mass. — Mass. 


W OULD like to hear from MANUFACTURERS 
of jo een ve goods for a mail- eer 

wet, NO TRASH WANTED. Add: 

Sissons: 


Hoff: hay Co., 1209 WR, ng 

Ww 4s AGENTS—We have them that sold 

four dozen in three hours. Made seven 

dollars pros. Send $1.25 for three-dollar outfit. 

DEP’T THE GOODSPEED MFG. CO., Ann 
Arbor, Mich. 


HE etention of ambitious advertisement 
write directed to the offer in this issue 
under heading “Advertisement Constructors,” % 
wherein five hundred and sixty dollars is offered 
for the preparation of six advertisements. 


A= cnsepties spy good good opportunity for 
ility and energy, to 

canons Bat ina 4 of 18,000 oiaten, 

ith some means referred; references 


Address “F,” care of Printers’ Ink. 
A DwRITEE, , 96% graduate, zraduate, seeks = me 


manufacturing or wholesale 
erences. 


roang 


THOS, panecs, 
estmeath, Ont. 


4572 Peepenens paying pens here 
ability os 

sober, p= Mle country 

Specialties: Laed ieee writing. ‘ed terial work 

and designin; Ks) ads. Now employed; 

references; ‘amity. Middle Atlantic States pre- 

ferred. “G. P. E. H.,,” Box 87, Sylvania, Ga. 


pte MADE EASY—Over 1 meaty 
toes, headings, phrases, catch-lines, in- 
iroaustions¢ ete.; ; suitable 1 for any business; mee 
years of di ilige nt labor to collect, construct and 
compile Nothin like them eyer — 
saves half the work of writing ads; an inexhaust- 
ible mine of nuggets to draw from. Price one 


DE BEAR PUB. CO. 
1 Union Square, New York 








8 


toe 5 desiring the services of a gentle- 

tge experience in the business (e- 

partment. We aii t,& man of constructive 

a aeoutive = 7. capable of seouring large 

rtisement ts, and inereasl the 

sumer iptton list 1 and © economically managing a 
ree business, address “B.D. O." care P. 1 


ANTED to furnish daily newsletters to 

within a radius of 100 miles of 

fake advertising space in ex- 

hange. ‘seh & take or asehomes t 8 pee oot 

heat fo nothing, but an honest effort on Fy 
of an experienced on ye to serve his’ beet hire 

dress 


NATIONAL NEWSPAPER BYRDICAT, 0 


per Building, Washington, D, C 


A’ eh ary AND 8Ol SOLICITORS You can 
$100 to fn —_ with a little easy 
work my hours a da: ny = & hew and original 
plan t have worked out and proved to be a sure 
winner, It’s a square business proposition to 
business men right in your own town, Write for 
information—it's a Reh for you. 


% Seusrnn hutiding, 
Binghamton,N. 


7 YOUNG MEN AND asia 

of ability who seek positions as adwriters 
and ad managers should use the classified co!- 
umes of Printene’ INK, the business journal for 
gave; pects, iblished weekly at 10 Mpruce Bt., 
New York. Such advertisomente will be inserted 
at 10 cons ite line, six words to the line, Print. 
rene’ INK is echool for advertisers, and it 
reaches more employing advertisers 
than any over | publication in the United States, 


DVERTISEMENT WRITERS, especially be 
gingers, will have an exceptional o ppbortu- 

nity to demonstrate their ability an 
money by writing to te, e will tell you _ 
to start @ business of your own at home which 
will do more to establish your reputation as an 
Write’ today years of ordinary experience. 


Wri 

ELLS & CORBIN, 

Buite Mf 2219 Land Title Bide. ’ 

Phi lad elphia. 

CO» JERKS and others with common school edu- 
eations only, who wish to qualify for ready 

positions at @%5 a week and over, to write for free 
copy of my hew prospectus and endorsements 
from leading concerns every where, One graduate 


99 Har- 


oie W9 me, plage, ano , another 66 000, and any number 
othing ad writer in New 
¥ York over his AF sritht 


Demand exceeds su 
mUSORGr T. POWELL, Adverti ae na Busi- 


nha few months to 


hess Expert, Temple | Court, New York. 


A ARP YOU SATISFIED 

with your present position or «lary! If 
hot, write nearest ¢ ‘or booklet, We have 
openings for managers, secretaries, agversising 
men, hewepaper men, salesmen, etc. 
clerical and executive men of all kinds, High 


de exclusive! 
_ HAPGOODS (INC), 
road wa) 


pore mh Re arepeeey ter hile 
"i! nnavivania 
te 520, ine Ridge. Se 


aires AzION wanted as — manager 
ntemployer’sannual 
pales “(rtaeate manu eaperer, 000 when 
1 went Jy 900, Output 
don't keep pace wit inorensed trade and firm 
loses many cur tomers because shipments eo long 
ad m offered saperems in the business, 
but prefer Ifeld of grea oe cogerveany. ne 
secured wil be kept. A 
ut have ee sticeessful ‘navel on 
made the firm noted. jause business 
experience; excellent co! » Fy 
moods, and policy 
willing to cover your mating \st often "in “te 
eatohy, tru i, modern ways, perhaps I 


Pp you. 
~~ stati ximate sal re wont pe 
right wan Re insure reply. Pivter © olerale, 
will consider others if location, feciiities ane and 
future warrant 
“ENLARG 


“7 


sen as — 


TROTYEE GO. Ov, 


b 
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STAND. 


LLUS. in ip 
Wi duungton. Del, 


ARD EL 
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COIN CARDS, 


PER Larger lots at lower 
ay ACME COIN MAILER CO,, isu ington he 
) PEK 1,000, fT] for a more; any prin 
%O rue Coin RAPPER CO., Dots ott, 


MAILING MACHINES. 


ae DICK MATCHLiw® MAILEK, lightest 
uickest, Price $12. F. J VALEN' 
Mir., 178 Vermont St., Buffalo, N, Y. 

~_+or- 


TYPEWRITTEN LETTERS. 


J MITATION typewritten letters which are 
fect imitations; samples free, SMITH PF 
ING CO., 614 pari Toledo, Ohio. 


TRA NSLA TIONS. 


Open translations are m: 
clalty rders ate respectfully 4 
quested, ALBERT TACEA, 610 Commercial 
lley, New Orleans, La, 


- - — 


FINANCIAL, 


Takeo H SHOLL.CO., (0., INC., which has pur 
chased the pro riety medicine business 
holl, proprietor of Sholl’s 
infallible Pilla, for Fevers } Moiaria and Liver 
‘ —s ta, has ae pas . ee quay of 
shares of the capital stoc par value r 
share, rticulars on poguet. SOsehH 
SHOLL O©v.,, INC., Burlington, N 


enmamanameipe~ 
BUSINESS OPPORTUNITIES, 


A DvEntiaine MEN, with some capital, can 
secure fifteen years’ territory right ts to the 
biggest exclusive ouey-tnakt advertising 
proposition oe. qtered. WON jate buses, 
don't del ad dress Natt ONAL BUSINESS 
ASSOCIATION, Atiiwankee W 


NFORMATION, inphosiion, ¥ Y., publishes 
monthly list of novelty manufacturers; tells 
how to advertise successfully; how to enter mail 
order trade and manufacture goods; exposes 
frauds. It reaches agents, canvaseers, distribu- 
tors, mail-order dealers, novelty manufac.urers, 
salesmen, streetmen, etc. Advertising rates, 0c, 
per line; three months on trial, 10c, None free, 


oe 
CARBO} N PAPER, 


yous SMUTTING, non- re 
mples free, WHITFIE 
Pap Be WORKS, 123 erst St, 


INSTRUCTIONS BY MAIL. 


I UMAN NATURE TAUGHT waqcengtully . 
mail or no pay. ® Of pty ee only. Wouldn’ 
this help. xout po “ 
JHC .~. OMAN NATURE, 

ens, Georgia. 


ILLUSTRATORS AND ILLUSTRATIONS. 


SENIOR & CO., Wood ~, Wood Engravers, 10 Spruce 
H.* St., New York. Service good an and prompt, 


MAILING List FOR SALE. 
M MATL ORDER MEN, ATTENTION! 


sell my mailing list of neart 
order buyers, every address 

mail w past. eighteen monte “Mw 
8U PPLY OO. Richmond, Va 


B 


whet for h higher  eatalognes. 
tee 
JOB PRINTING "SPECIALTIES. 
TANTED—Oxe (on ”, newspaper in e 
wows bo handle’ the Len i 


werette in 
printing “department. iorery sale esta! 
stomer for 


inted statements. 
W.R. ADAMS & CO. Detrom, , Mich. 
LITHOGRAPHY AND TYPOGRAPHY. 


L ITHOGRAPHED “blanks for bonds, certif- 
<< which may be completed 


ne. Send stamp for samples. 
% w iam St., New Yor. 





Cosa 


carbon 
D'S C 
New York. 


(oH 


et Phe press 
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ADDRESSES. 
R. F. D. routes, names of all patrons, 50 
“ cents. Box 511, logan, ¢ Ohio. - 
OYS’ names neat written; a ad 1; 
B have 100,000, str Workishens $ 


SNAP—The addresses dresses of 200 le 
from all parts of the U.S., ro M- 
PIRE AGENCY, Binghamton, N. J N.Y. 


PERIODICAL "PUBLICITY. 
AR owas DEALERS’ MAGAZINE. Circu- 
lation 17,000. 23 Broadway, New York. 


INDEX CARDS. 


7 OUR CARD index wantsattended to promptly 
and satisfactorily at pesens © that will com- 
mand your trade Get our 
before placing orders 
SARD CO., 715-17 “ire ‘st. by en og 
Card index Supplies and nd Filing De 


NEWSPAPER BROKER. 


ener ares Opportuniti Have 
daily and weekly papers for sale. Republi- 
can weekly at $20,000, paying a profit of $5,000 a 
year; Democratic weekly at $8,000, paying the 
owner $2,500 a year; $20,000 Kepublican daily in 
Kentucky doing an annual Lusiness of $19.600. 
Tell me your wants, and Ill furnish properties 
that show profit and are pleasantly situated. B. 
J, KINGSTON, Newspaper Broker, Jackson, Mich. 
——_—or—_——— 





HALF-TONES. 


Ww would like to estimate on your half tones 
either for the newspaper or other work. 

— ENGRAVING CO., 61 Ann St., New 
or’ 


J EWSPA PER hn 4 
2x3, 75c.; 3x4, $1; 4x5, 
Delivered wh when ens accom panies the order. 
ni 
KNOXVILLE TING RAVING CO., Knoxville, Tenn. 
——— 4 or 
TRADE JOURNALS. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000, 253 Broadway, New York. 
———+r—_— 
BULLETIN BOARDS. 
ALL BROS., 115 Dearborn 8t., Chicago, 111. 
Builders and Painters of Railroad Bulletin 
Adv. Signs; also bulletin, barn and fence spaces 
for rent on all railroads entering Chicago. 
peated << cmactsts alle 


BAD DEBTS COLLECTED. 


\TRICTLY first-class service. Reasonable per- 
Once our patron alwa. vers om our 

ND-NIGHT ADJU 

i Chicago Avenue, Chicago. 


SUPPLIES. 


OXINE—A non-inflammable type wash. A 

substitute for ive and benzine. For sale by 
the trade. Made by THE DOXO MFG. CO., 
Clinton, Ia. 


\ D. WILSON PRINTING INK CO., Limited, 
e of 17 Spruce St., New York, sell more mag- 
oa cut inks than any other ink bouse in the 


"pected prices to cash buyers. 


ASTE users are offered _an innovation in the 
dry week —aoes. as Bernard’s Cold-Water 
% ees hange rs, cigar 
jAccap tng eee box maceeten Deckers who 
use labels and all who use paste quantity 
semediately realize its sinking “n vantages. 
Packed in neat boxes, can be kept for months in 
the office, with no waste. no dirt, no sour-smell- 
ing odor, no my! vessels to .y everything they 
touch, and yet it is ready to use yore by 
sim ly mixing with cold Waker. If interested, 
write for a sample and copy of letter tuition why 
the American Cigar i opted its use in their 
vannah, Ga.. fact BERNARD HOLMES 
AGENCY, 46 North State ‘St., Chicago, ari 
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DECORATED TIN BOXES. 


‘HE appearance of a kage ofttimes selis 1t. 

F< Yona gatinet i oo pad beautifully tin 
xes can be decora w cheap they are, 

until you get our Last 

year = made, amo: 

tes million Casearet aes 

eline boxes and caps. fend 

minder called “ Do It Now.” 

ay sas 





desire to 
Haier CAN Per Si COMPANY, 
161 Water Street, 


ef anny New York. 
The largest wet maker of Tin Boxes outside of the 


Acotweessinigaidiiidalpnasialen 
ADVERTISEMENTS WANTED. 
ARDWARE DEALERS’ 3 MAGAZINE. Circu 
lation 17,000, 253 Broadway, New York. 
PREMIUMS. 


YON & HEALY’S NEW PREMIUM CATALOG, 
now ready, contains musical instrumen' 

of ail descri; 

talking mac! 


sone. iastedion a special 
$20,000 worth of our mandolins 
clan aatiked le year b: 
fo remiums. Write for PRE 
yon & Healy, 199 Wabash Vabash Ave., Chicago 


Ras + E goods are trac are —— ilders. oa 
ds of suggestive premiums suitable for 
pu hers and others from the foremost makers 
and wholesale deaiers in Patent A and kindred 
lines, 50¢-page list ———- 
published Tew o issue now reads; 
. F. MYERS CO.. 46w, 48-60-52 Maiden Lane, N.Y. 


PRINTERS. 
OOKLETS by the million. Write for booklet. 
ESS, Chicago. 


STEWART PRESS, 
(CATALOGUES printed large qrenttis, 


in 
Write STEWART PRESS, Chicag 


RINTERS. Write R. ae, Omaha, 
Neb.. for copyright lodge cut catalogue. 


D°== E, a non-inflammable substitute for lye 
— fg, on ag hr ot rust metal or hurt 
the han the suction 
of a For sale by | ihe ‘trade. Made by the 
DOXO MANF'’s. CO., Clinton, Ia. 








SIGNS. 


T= * HOOSIER,” WAT! ” WATERPROOF SIGNS. 
The best reasonable price sign for all kinds 
of outdoor advertising. Piffective—long-lived— 
attractive. Write for pees and samples, C. F. 
GARDNER PRINTING ., “* Hoosier aoa 
Works,” Dept. D, Princeton, Indiana, U.S. A 
+> 


ENGRAVING. 


m aoe get yp aod =. Louis, Mo., 
Elec Photo-Engravers. DE- 
SIGNS for x VERTISERS AND PUBLISHERS, 
OUL A tS oh ~~ the small amount we charge 
ht, Engraved 

neil sketch 

k-bottom — APITOL 7] 


GIRAVINGOO.T Dept. 53, Sta, G., Washington, D.C 


— +o 
MAILING CARD SF RD SPECIALISTS. 


bs it worth 1} cents to s to reach your trade! Write 
TRANSOM & ALLISON, es Card Spe- 
ialists, 603-4 Elisworth Bldg., C .» Chicago. 
+> 


ELECTROTYPING. 
DS. circulars ans booklets set = electro- 


rotypes, 10c. up. ANDARD 
ELECTROTYPE CO Co., Wii yo mera. Del. 


CLASS ‘PUBLIC CA TIONS. 


ARDWARE DEALERN’ MAGAZINE. Circu- 
lation 17,000. 25{ droadway, New York. 


MAIL ORDER. 


Azone MEN, MIXERS AND PUBLISH- 
a ERS: I will honestly mail your circulars, 
subscri he yee etc., at 0c. per 100, $1 per 
000. an me. 
rs ey and (FY SANA M. BAER 
Dep’t. X., Luverne, Minn, 





40 PRINTERS’ INK. 


HOUSE-TO-HOUSE DISTRIBUTING. 


Y NATIONAL DISTRIBUTING SERVICE 

is the result of years of practical experi- 

ce in p! advertising matter direct to reli- 
able, local distributors, to the entire satisfaction 

of my ey Cn ee wae I am pleased to 


refer you. 

1 have ye only proposition that covers every 
town and city oe” over 2,000 population in the 
United States, also hundreds of smaller places. 
All matter is sent to reliable local men who 
make distributing an exclusive business and 
who personall perintend the paren of 
all matter. I Leoome ly to 
you for a strictly me Bema curves at all points, 
and cheerfully make good where contract is 
violated. It will be to your best interest to in- 


vestigate. 
WILL A. MOLTON, 
National Advertising Distributor, 
Main Ofiice, 442 St. Clair St., 
Cleveland, O. 


FOR SALE. 


INOTYPE for sale. First-class condition. 
Address “B. M. M.,” care of Printers’ Ink. 

ADRAES Sour at and eight-page Scott perfect- 

88, WI modern stereo outfit. 

pr oe TRIBUNE, ¢ Oakland, Cal. 


Be presee purchasin; at presses, job 
resses, paper cu ee RC AED terial, kind 
y een for oo ARD PRESTON, 
ra Oliver St. on. 
42 r ¢ 60 POTTER TER TWO-REV,.; will print 4 
a a7or&col. A first class 
press for bo newspaper work. RICH- 
ARD PRESTON, i67L Oliver St. Boston. 
» 4 = HUNDRED YEARS OLD—Bull’s-eye 
r case watch; wall clock, wood works; 
flintlook. ‘blunderbus, For prices and —— 
tion write DR. H. 8. KELLEY, JR., West De 
Mass. 
OE DOUBLE CYLINDER, nny or without 
folders aa. will 4 pages of a 7- 
Scado tn past’ payment. wo bie pep PRESTON, 
trade in par aan 
167L Oliver St., Boston. 
RINTING AND BOOKBINDING BUSINZSS 
FOR SALE—Established in 1889 and located 
at Denver, Colorado. An exceptional opportu- 
nity to secure a large plant doing a good busi- 
ness. For particulars address GEORGE C. 
NORRIS, 629 St. James Building, New York City. 


ACHET ENVELOPES (4,000); olive green 

pebbled paper, showing beautiful colored 
lithographed miniature centerpiece of a dainty 
French courtier (Henry IV. period), set in em- 
bossed gold medallion; fleur-de-lis decoration 
with gold seal to go on back ; original design and 
the most artistic American envelope. No 
appears on it. Write for sample; must be sold ‘ 
once, regardless of cost. Address P. O. Box 621, 
Philadelphia, Pa. 

DESIGNERS AND ILLUSTRATORS. 

ESIGNING, raving Roa illumi- 

nating, er. vin; raphing. a, Te a 
ing. THE K Y SrUDIO, Bway, 


PUBLISHING BUSINE ESS OPPORTUNI- 





UY a magazine or trade journal. These have 
Get an paforsiepes or run 

field. Makea ared income 

o Serene on the increase in 


done Saag — 
to kno w of fe oF rite thin 
is HARRIS. Broker in Publishing hidemnbens 253 
Broadway, New York. 
~~. _-— 
BOOKS. 

LIMITED number iber “POINTS FOR PRINT- 

ERS,’’40 , 25. per postpaid. “The 
most com! and po hy nters’ Manual.” 
W. L. BLOCHER, Tecumseh 8t., Dayton, Ohio. 


66 BpoRY “a “Practice of Advertising.” 
F the world, Secor ty 1 naa 
—t} ver the world. Secon ition 
~ 2 GEO. WAGENSELLER, LL.D., 
Street, Middleburg. Pa. 


ADDRESSING MACHINES. 


DORESING MACHINES—No type used 
Art stencil addressing machine, r 
roo of addressing used the 
a publ Cy throughout the country, ‘Send 
ae — ALLACE & CO., 29 Murray &., 
ew Yor 


a. 
ADVERTISING NOVELTIES. 


OCKET Wallets eg 1 £27, 1,000 for ne Pa 
ad. “ Wear like leather. 
Printers, 5th above Chestnut, oad 


A BRIGHT steel nail file, $30 per thonaog 
Turned toothpicks in cases, r thou- 

sand. Samples of each in | enti con cases, 100, 

Agents waned. J.C, KENYON, Owego, N, Y. 


A‘ COAT HANGER, bearing your name and ad- 
dress, given ae each customer, keeps clothes 
in shape and makes tends. It costs little. Let 
7 tall i it over. BELMAR MFG. CO., Canton, Pa, 


RITE for sam ane rice new combination 
Kitchen Hook and Bill File. Keeps your ad 
before the housewife and business man. THE 
WHITE H HOAG CO., Newark, 
Branches in all large cities. 


Om -LULOID blotters cost more than ordinary 

ones do, but they bring results where the 
others fail. Write for nme es and prices. THE 
BALTIMORE BADGE OVELTY CO., 28 
Broadway, N. Y. 


66 A USEFUL, unique and effective advertisin 
novelty is =e the Mystic Wallet,a None 

which ¢ the SOLLIDAY 

ADVE RTSING. W ‘ORKS, Knox, Ind. Bay H4-.3 

ing World, Dec., 1903. Sample of this wallet and 

particulars for 20c.; 1,000 with ad in gold, $38. 


DVERTISERS—Are you looking for the best 

thing out? An mtg yn novelty that 

men and boys wear daily, An ext: —— 
to sell or give away at the World's ‘air. 

offered before to advertisers. We would iikete 

correspond with a firm n use our entire 


who cai 
output for 1904. G. P. CUATES CO., Uncasville, 
Conn. 


SOMETHING NEW IN ADVERTISING 
NOVELTIFS, 


Advertisers who want a practical, useful and 
original souvenir jm A istribution will do 
well to write for description and _ prices of the 
TERow als. LOOSE LEAF PERPETUAL MEM- 

ANDUM poy = (vest- pooket size). Absolutely 
ca and up todate. Just the ing for publish- 
ers and ror convention souvenir. rite to-day. 
TENGWALL FILE AND LEDGER OOMPANY, 
Chicago, Ill. 


- 


ADVERTISING MEDIA. 


CENTS per line for advertis: in THE 
10 JUNIOR, Bethlehem, P Pa. eal 


} ARDWARE DEALERS’ MAGAZINE Cree: 
lation 17,000. 253 253 Broadway, New York 


9) © CENTS for 30 words 5 days. ENTERPRISE, 
= Brockton, Mass. Circulation, July, 9,060, 


Av See GUIDE, Newmarket, N.J. A 
tal card request will bring sample copy. 


A “dors anybody! Then advertise in ANY- 
DY’S MAGAZINE, Peekskill, N. ¥Y. Copy 
and rates free. 


EN words—l0c. silver. Reaches 3,600 readers 
in an nan Colorado. REGISTER, Love 
land, Colorado. 


A™e person advertising in PRINTERS’ INK to 
the amount of $10 or more 1s entitled to re- 
ceive the paper for one year 


Ppoptzry NEWS, 25c. year; a as rate, 70 cents an 
inch display. Circulatio . 7,500 monthly. 
WILLIAMS & M ‘TLAR, New brasswiek, N. J. 


6 has 2 PROGRESSIVE MONT BOSTRLY, Indianapolis, 

Best medium for those wantin 
reach agents or the mail trade. Rate, 10c. Copy 
on request. 


‘TT HE BADGER, 300 Montgomery B Mil- 

woes Wis.,8 family pen f Le tion 
general, 60,000 copies, rate 30 cents a line. Forms 
close the 23d. Ask your agency about it, 


OWN TALK, Ashland, Oregon, has ao 
teed circulation of 5500 copies 

Both other Ashland panes are rated at ke 

1,000 by the prot ewspaper Daves. 





abit put Ese ES 


PRINTERS’ INK, 


TRAVELERS can be_ reached 


Railway Guide. 
for parti to 24 Park Place, N. Y. or 158 
eee. nieago. 
WILL pay for a five-line advertisement 
$10 ee F 100 Illinois or Wisconsin 
Gash Wave Now Yore, Cals 
: ruce * 
pt Sp 100,000 circulation weekly. 
0 GUARANTEED circulation, 25 
100. 00 fers tk Ls s what =e 
FINDER o ers the advertiser every mon 
Receaed by leading mail-order firms. If 
are RA and do not know of the 
ATHFINDER, you are missi 
Deere ked rates. THE PATHFINDER, ap 
Washington, D.C 


on, 


ON 


i. 2 ed 
ADVERTISEMENT CONSTRUCTORS. 
GOOD ads f grocery store $1.00. 
ages BAIT PUB. Co. “toronto, Can, 
S I wr'te make business bright. J. GREEN 
POERG, 118 Floyd 8t., Brooklyn, N. Y. 
D W. KENNEDY, 39th and Langley, oF 
on writes advertising your way—his way. 


R new: nagazine and trade paper se, 
write CLARENCE R. Ck R. BROWN, Cresco, lowa. 


RACTICAL, common- mon-sense, business-bringi 
advertisements written. ESTELLE B 
THING, 22 Munn Ave., East Orange, N. J. 


OOKLETS, circulars, follow-up letters. 
The sorts that hit the ‘Mt JUSTINE S18 
417 W. 2ist St, JU: ERNS. 
DVERTISEMENTS and cuts. new daily. Re- 
tailers and bankers should use the best, 
Moderate prices. ART LEAGUE, New York. 


OTTOLFSON possesses the monly to pi ted 
convincing advertising lite: re for ad 
vertisers. Get his book—it’s proof < ot his ability. 

Box Winona, Minn. 


JEROME NORDMAN, 
e Advertising Architect. 
Ads that’s Add—Written Right. 
706 Tradesman’s Bank Bldg., Pittsburg, Pa. 
P hare LES you read while the ink is wet, 
Aud twenty years afterward can’t fo . 
Tell-me what you want—I’ll know oir wf 
LOVEJOY, Advertiser at Roslyn, Pa. Box 1.) 


A DvERtiNEns—it you want strong, Paes 
and —— gy, e pwn 3 and 


original co; * care of Teng- 
wal Tete Chicago, 2 Ti. 


Expert work. Prices 

yor can jew your story fully in a booklet. I 

ite and print a ones at little cost— 

1,000 for git, 5,0 5,000 + agg - men mail samples if 

sell are K, JR., Fifth, above 
hestnut, Philadelphia. 


a 


SeWILLARD BOTIOME, St. 1 


Svs arefteite sagiiiee ” Pain an 

advertising matter has recently been turn 

out by oo ie Sherbow.” I try hard to kee 
BENJAMIN 


a that stan . 
SHERBOW, 3148 ucla clid Avenue, Philadelphia. 


MAKEa specialty of writir writing rate cards—every 
I aS that advertisers rong agencies want to 
yy Hr AE printers p price $1 in ad- 

| i is + WALTERS, w: vi Dollemayer Ad- 
Agency, Tribune Bldg., Minneapolis, 


Minn. 


i 

is, etc., writ, 
ited, printed. Write (o op jettethead) 

for free booklet, “How We Hel vertise 

No attention to aa SNYD. R JOHNSON 

Co. '» Ellsworth Bldg., Chicag Chicago, 


roposition iting 
eae sort oF ‘presentation wil make it rofitable. 


liketo hear from you. JAMES J. NOR- 
, Mass. 


MILE, Station F, Boston, 
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Printing sevedieedia fetitn Srebdinns le. 
Advertisements written in a clear, convince 
manner. Send for booklet on rinted letter 
head. PRINTERS’ INK PRESS, 45 »» N.Y. 


px TING agehitent and adviser ona helperin 
similar ad- 


and 
. That's the sort of work ‘shave been 
it so well that i have 


rope 
PRriat 





@ ei 
wae Prtated. | furoiah specifications, dum- 
iad 2 on 8 make your orneine 
a oro ation > here er than you ever — 
pone pri Tell “me what rthan you ever thot 


yor : J am not connected 
with wy printing establishment and Ido the 
spare hours. My charges ar 


work casing spare e mod- 
erate. me. 
Lock Box 408, Batavia, N.Y. 


D DON’T YOU! 
Ba} t “send for circular,” as requested 
peat, a at thet ” gotten-u p one, I 
inetaniiy "Sone rw = hing ites f must 
also be eap ee and hist into my 
ees basen tt Pad a Now, it may contr be that 
the “ thing ” advertised was r lass, but 
g the * bi oy ” of Dp er overlooked 
e unappeasable hunger and ever: ng ‘“‘near- 
by-ne! ‘<3 of that waste paper basket. I make 
lots of “advertising things” for the class that 
a furnish mere “fodder” for p.... 


You cannot prevent people 
“taking your measure” with what you think 
othe od aaah "to a aad — Aa It’s very co: 
fie—' 
No. 29. FRANCIS L. uA ULE, 08 Sansora St., Phila. 
0 ADVERTISEMENT CC CONSTRUCTORS 
(Amateur 


and other). 
R THE BEST ADVERTISEMENT. 
100 For THE SECOND 
EACH FOR THE NEXT FOUR IN MERIT. 


good enough to be worth using, yn from ae 
to day as acce , and at the saa $ ayear— 
Sear at # 1904—will award an 500 in 
the six best ant m effective 
Sdvealscneae that have t been submitted. 


The advertisements “of the Ripans Tabules 
have been before the public for twelve years. 


They were the first largely advertised propri- 
etary medicine ever sold in tablet form. spe: 


They were the first reme for dyspepsia ever 
succesefully popularized tt Snvegh advertising. 


They are the only proprietary'‘medicine sold in 
the drug stores at so low a price as five cents, 


Fourteen thousand testimonials of the efficacy 

of Ripans Tabules, as a dys! ia remedy, have 

m received at office of the Ripans Chemical 
Company in twelve months. 


A ee — Ripans Tabules have been 
purchased ai g stores in the United States in 
asingle ~ey 


store in A America sells Ripans 

can give ames © and addresses of 
ited by their use. 

eoaneell furnish the 

material for ear a of 


ns Tabules. case what seems pe- 
Ripa Taal but when poceenees Se tothe pa pubic in 


an advertisement anpen to thousands of others 
gree recisely like it . haa Lig oy themselves 
e only ones who suff hat precise way. 
The remedy that cares or roraetionte one isa boon 
to every other person living under similar con- 
vertising value of individual 

cases can hardly be overestimated. 


rem a8 communications to 


8. H. THAY PRESIDENT, 
aie RIPANS CHEMICAL © COMPANY, 
No. 10 Spruce 8t., New York 
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This beautiful property c 
with stone balustrades, while 
building i: 


ond 


ver cleaning oom ale 


ra man and two two trunk rooms he 

eries: The stable isa la psaae 
= bate sien deg tel ene floor. 
a storage capacity su 
farm house, stone m and two smaller dwellings. gh Syd 
vil waded with oid forest ind at intervals span 


with sixty-seven acres of ground, complet: for $225,000. For fi 





FOR SALE AT GREAT SACRIFICE 


TO CLOSE THE ESTATE. OF THE LATE CHARLES WALLM BERGNER, PRESIDENT OF THE BERGNER & ENGEL BREVING C9, 


One of the Most Magnificent Céuntry: Estates in Arherica, Located at Ambler, qn 
the North Pea NRL Fashionable and Every Way Desirable. 
covers si: The mai 
style, in a commanding situation on a ee enol \afordng an — and interesting vie 


a porte-cochere. 
ng 0m mat ri butlers pan ft, and a larg hall ft 
i room et rooms, etc; a jong al x70 TL, and a large reception » 25x54 ft, cone 
by "The second floor bedrooms 


floor contains five a bed ee two bath rooms, large linen room, innumerable ome and 
i large attic over. oh Ti 
'd floor of the wing contains six servants’ Yoh 
house is turther equipped with rare wine cellar, 20x30 ft.; bicycle closets, 
structure, with capacity for ten horses, carriage house, con! 
A i Lyeoawed power house with the newest modérn equipment, 
ie. poe of water pass through 


most convenient and charming country place, in Lok of location, 
further particulars 


Ee. E. PENNOCK, 403 Bourse, Philadelphia, Pa. 


is a magnificent stone ye Deteing ta the Gothic Renaissance 
On two-sides are broad stone 


euler Qovorations are by Tiffany, of New York. 
and servants’ pantry, drawing-room, 20xas 
y gal contains tive large 


he_wing contains cold storage room, 
ork room for Coe floor above is the servants’ vaning, 
Store-room knd bath room, with an 


r. There is, in Veen gy very e conservi a 
ough the Pacer their bank is bong 


and general i , iso. ted 


artistic rustic 











ELIE RNG ROLL RE 


A MODERN REAL ESTATE AD. 








NOTES. 
“WasHINGTON, the Evergreen State,” 
is a homeseekers’ folder describing clim- 
ate, products and opportunities in_ the 
extreme Northwest, issued by the Great 
Northern Railway, St. Paul. 


A _ctrcutar from the National Oil 
Heating Co., Melrose, Mass., gives favor- 
able opinions of automobilists regarding 
the company’s Kerosene Oil Burner for 
motors. 


A Foxper for distribution through deal. 
ers describes “Gold Seal Champagnes,” 
made by the Urbana Wine Co., Urbana, 
N. Y. Comparisons of American with 
foreign wines are pertinent and con- 
vincing. 


A Foitper from the Home Defender, 
Chicago, not only gives circulation fig- 
ures but tells where the bulk of the 
editions goes in the geographical sense. 
More than half the subscribers are 
women. The publication opposes saloons. 


Two praiseworthy booklets are being 
sent out by the United States Trust Co., 
St. Louis. One deals with banking by 
mail, while the other is a reprint of an 
article on “The Ideal Trust Company,” 
by the company’s Vice-President, W. J. 
Atkinson. 


THE contents of a large drug store 
have been skillfully compressed into 
the twenty-four page mail order, cata: 
logue of Reid, Yeomans & Cubit, ‘Mod- 
ern Druggists to the People,” 140 Nas 
sau street, New York. 


“Tue Vital Question” is a neat book 
let from the Buffalo Pictorial Company, 
Buffalo, N. Y., dealing with picture 
supplements as a means of building Sun- 
day newspaper circulation. It is ae 
companied by miniature reproductions 
of paintings used for this purpose. 


From Hal Marchbanks’ Print Shop, 
“on the towpath at Lockport, N. Y,, 
comes a packet of — which in 
cludes advertising literature and station 
ery of eccentric design, but ne 
forceful and creditable and likely to 
produce a good impression on recipients. 


“CoNCERNING That Roof” is “‘a book 
of ideas and suggestions about roofi 
for anybody who wants a good roof, 
issued by the Cortright Metal Roofing 
Co., Philadelphia and Chicago. This 
company makes stamped metal roofing 
plates that imitate shingles and slates, 
and the brochure enters into convincing 
arguments showing superiority over 
wood and slate roofing. Methods of 
manufacture are also described, 
it serves the purpose of a catalogue. 
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PRINTERS’ INk 


Displayed Advertisements. 


20 cents a line; $40 a page; 25 per cent 
extra for specified position—tf granted. 
Must be handed in one week in advance, 


ADS—S YOURS P ser tsverey sen. 


D ENCLISH PAYS 

Learn go9P it. ys ‘or my prospectus and 

sample lesson; no grammatical rubbish; com- 
in ninety days. Address EDGAR M. 

perro 1304 Dean St., Brooklyn, N. Y. 











meses oes 
22 








USINESS 
RINGERS 











CHARLOTTE, N. C., “NEWS.” 

An examination of Rowell’s American News- 
paper Directory for 1903 reveals the fact that 
the Charlotte Mews has a higher actual average 
circulation rating, in figures, than any other 
daily in North Carolina, 








1,500 Mail-Order Names 
Regular Buyers, $2.50. 
COMMERCIAL ADV. AGENCY, Hamilton, O. 


J, JEROME NORDMAN 


ADVERTISING ARCHITECT 
“Ads that Add—Written Right.” 
706 Tradesman’s Bank Bidg., Pittsburg, Pa. 




















N 901 
v. 

xoviLtizs MADE FROM NAILS 

’re attractive, substantial and cheap. 

ge 10c.; booklet for the asking. 

WICK HATHAWAY'S C’RN., Box 10, Madison, 0. 








Of the 13 papers published in Arizona 
The Arizona Republican, 
issued at Phoenix, is the only one that es- 
es a claim to a circulation rating in 





a 
Rowell’s News 
[Spr 


r Directory so high as 
1,500 copies. It is probable that no more than 
3 out of the 13 so. many as 500 copies 
resuleriy. but during the first four months 

1908 the ARIZONA BLICAN has issued 
more than 6,000 copies each and every day. 











TO THE 


Manitoba Free Press 


published morning and evening at Win- 

nipeg, the American Newspaper Direct- 

pas Ra 1903 gives a higher circulation 
Aten is ee to ae - other 

daily rs r 

edian Northwest combi ed. 








PROTECT YOUR CHECKS 
) Thousands of dollars are lost 
nnually 
The 
Cheek 
Protector 


up-to-date sys- 
nts and em- 


AY. 





WHICH UNITE 


North South 


FOR ADVERTISERS 


THEY REACH 


Over 1,100,000 


RELIGIOUS 
HOMES 


We Shall Be Pleased To Hear From You. 19 


THE RELIGIOUS PRESS ASSOCIATION, 
901-902 Witherspoon Bidg., Philad’a, Pa, 














The Evening Journal 


JERSEY CITY, N. J. 


GROWTH in 1903 


SIZE FROM 10 to 14 pages. 
ADVERTISING of 24 per cent. 


CIRCULATION from 17,532 to 
19,012. (Last 3 mos, 20,659.) 


THE ESTIMATION of its read- 
ers that it has grown in every 
quality that makes a paper 
valuable. 


CONFIDENCE OF ADVER- 
TISERS that it pays. 


THE ONLY TWO (2) CENT PAPER 
IN CITY OR COUNTY. 


A HOME and not a 
STREET Circulation. 














PRINTERS’ INK. 








READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas fer window 
cards or r cireulars, and any other suggestions for bettering this department. 








Jingles are a good deal like the 
little girl you’ve heard about ; when 
they are good they are very, very 
good, but when they are bad they 
are horrid. I think tnese are de- 
cidedly good, and though the name 
of the advertiser has been lost in 
the shuffle, I think it was the Pub- 
lic Market of Hartford, Conn. 





WADE HAMS. 
Wade Hams are small and 
sweet— 
‘Lhey make the best of break- 
fast meat. 
Customers are pleased to say: 
— we've found in many 


ay.’ 
Whole 15c, sliced 25c. 


WADE HAMS. 
Wade Hams are a delight. 
Try them once—you'll find 
them right. 

Smoked with seasoned hick- 
ory wood, 

Sugar cured—they must be 


Wh hole 15¢, sliced 25¢. 
WADE HAMS. 


Wade Hams—the best of 


all— 

Cut from 
smal 

Cured 
white 

Hickory smoked, they’re “‘out 
of sight.” 
Hams rsc, sliced 25c. 

WADE HAMS. 

Wade Hams—the housewife’s 
pride— 

Their fame is reaching far 


and wide. 
Cut from little pigs so ten- 


tender pigs and 


with finest sugar 


er— 

Priced to suit the purse that’s 
slender. ’ 
Hams 15¢, sliced 25c. 


WADE HAMS. 
Wade Hams—the kind to eat, 
To make the morning meal a 

treat, 
sagt tender, sweet and 
Smoked with hickory wood, 

that’s all. 

Hams 15¢, sliced 25. 


WADE HAMS. 


Wade riams—a breakfast bite 
name | apenas up the appe- 


tite. 
Sell, and tender, delicious, 
Scsched. ‘with hickory—here’s 


the price: 
Hams 15¢, sliced 25c. 














Another of the “Brief and to the Point” 
Variety. 





Here's Pie Filling 


New evaporated apricots, 
just the kind for pies or 
sauces, They will make 
good, rich pies, and they are 
economical to buy. For 
Monday, two pounds for 
25 cents. 











Overgaiters and Leggings. 
These 
tised? 


For Our Ladies. | 


Ladies’ Overgaiters, 15 cents, 
25 cents, and 50 cents, and 
the $o-cent ones are all wool 
—Misses’ and _ Children’s 
high cut leggings, regular 
limb-warmers, 90 cents, and 
Ladies’ high cut leggings, the 
top .notch of lengthy com- 
fort, $1.10, and Ladies’ 10 
button leggings, regular limb- 
gloves, 80 cen 
SURETY SHOE STORE 
Chas. H. Ayers, 

814 Chapel Street. 


Why are 
Necessities so Seldom Adver. 














There’s a Whole Sermon in these Few 
Lines on Bargains. Read it and Let 
It Soak In. 





Bargains Are 
Made. 


They are made by power of 
great purchases for cash; by 
selling desirable well- bought 
goods at sma. profit; by de- 
termination to quickly turn 
merchandise into money; by 
selling goods before change 
of fashion depreciates value 
—These are a few of many 
causes, well known to live 
merchants and to appreciative 
buyers . Jaiting for 
bargains to grow,” as some 
folks claim, might and would 
bring larger profits, and 
some, nay much, old stock. 
Some may think that Old 
goods reduced to lower price 
are Bargains 
NOT SO—OLD GOODS 
eg DEAR AT~ ANY 


RI 

The followin 
Goods Below 
are bargains! 


roe ok 














PRINTERS’ INK. 


The Coal Dealer Ought to be Putting 
in Some Good Hard Licks About 


Now. 





Coal! 
We want more of you to 


know about our COAL. Coal 
that burns to fine ashes is 
worth knowing about. You 
can’t get good results from 
poor coal. The kind we’re 
selling at $5.00 per TON is 
well screened, good burning 
coal. We assure courteous 
attention. Our catch-phrase 
implies more. Let us sell 
you a TON of SATISFAC- 
TION. “No LONG waits, 
no SHORT weights.” 

IRV. LOCKWOOD & CO. 

South Norwalk, Conn. 


Here’s a Great Deal in a Few Words. 





| New Comb Honey 


Here is some honey that is 
really worth the eating. New 
comb honey, fresh, and as 
pure as the driven snow. 
We have to ask 15 cents for 
this ordinarily but, for Mon- 
day, the price will be 12c. 








Even a Brief Description Goes a Long 


Way Toward Making a Sale. 








Has the Ring of Honesty. 





Carpets 


Our stock was never so 
varied, the prices never so at- 
tractive, facilities for display 
so advantageous as to-day. 

Listen to the names we 
conjure with: Monitor In- 
grains, Firth Tapestries, Dob- 
son Tapestries, Dobson Vel- 
vets; these all find lodgment 
in our carpet department and 
we are honestly proud of 
them. 

It is our ambition--and 
we are gradually achieving it 
—to carry the largest stock 
of carpets in this town and 
we intend that the carpets 
we offer shall be worthy car- 
pets. 

Carpets are on the ground 
floor—prices in the sub-cellar. 





Men’s a 
Mackintoshes at 


Five Dollars. 


Little price—good coat, 
which we guarantee absolute- 
ly rain-proof. And the guar- 
antee means that it will give 
continued satisfactory  ser- 
vice. Good looking, too; 
because rightly made. Box 
coat ftyle, in blue, black, 
brown and gray; with velvet 
collar; all seams sewed and 
|_ strapped, $5. 











This is Very Good. 








How to Size Up the Stove Sitwation in 


a Few Words. 





For as Little as 
$4.75, 


You can buy a good heat- 
ing stove, here; or you can 
pay as much as $28.00 and 
get splendid value for every 
penny of it. The stove at 


cylinder stove, but a big heat- 
er. Other sizes of the same 
kind at $5.50, 7.50, 8.50, 
10.00, 12.00; and other kinds 
at $5.00, 6.00, 7.50, 9.00, 
14.00, 16.50, 18.50, 20.00, 
25.00 and 28.00. Wood 
Stoves at $5.50, 6.00, 7.00, 
9.00, 12.00, 13.50. 

Our stove buyer says the 
Miller Oil Heater is the best 
oil heater that’s built. We've 
sold a great many of them 
and have yet to hear a com- 
plaint. rices are $5.00, 
5.50 and 6.00. 





$4.75 is a small, sheet-iron - 








? ° 
Now It’s Wine. 

CALIFORNIA WINE. 

Not the cheap, every-day 
California Wine, but good, 
old, rich wine with plenty of 
age and a well developed 
body. 

We will sell you a gallon 
of this good wine, jug thrown 
in, for $1.50; a quart will 
cost you 50 cents, and a 
pint 25 cents. 

uite a good price for 
California. Wine, you say? 
Yes, it is; but then it’s a 
wine—you can’t put it 
in a 1o-acre lot with the or- 
dinary sort. 

The PORT has that beauti- 
ful rich look and nutty flavor 
that connoisseurs love so 
well, 

The SHERRY is extra fine 
—it has an exclusive taste 
and the flav. surpasses that 
of any other home Sherry. 

Then we have the CA- 
TAWBA and ANGELICA, 
both in the same high class. 

Send a postal card or a 
telephone call for a gallon of 
this good wine. We will de- 
liver it to any part of the 
city, free of charge—and an- 
other thing—if it isn’t as 
good as we say it is, you 
can have your money back 
for the askin 


Yes, we aell a cheaper Cali- 














fornia for 85 cents a ion. 
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COMMERCIAL ART CRITICISM 


BY GEORGE ETHRIDGE, 
READERS OF PRINTERS: 
CRITICISM OF COMMERCIAL ART 


It is undoubtedly a fact that 
hunters are merely plain people 
when they are not hunting or talk- 
ing about hunting. 

Under the latter conditions, how- 
ever, they wander dangerously near 
the boundaries of crankdom, and 
you must treat them very gingerly. 

A concern advertising any part 
of the equipment of a hunter must 
be exceptionally careful with its 
pictures and copy. A man carry- 
ing a gun in the wrong position, 
the picture of a dog with one ear 
cocked in the wrong direction, or 


A 
PF an 


RAIN, SLUSH, TWIGS, 
DIRT, etc., are excluded 


of the ‘unique breéch- 
Bai which, when clo’ 
ly fillg the opénin 


id finish. moe cata- 
Biackratiens. cover in 9 
mailed for 8 stamps. 
THE } MARLIN FIRE ARMS CO., 
New Haven, 











any slip of that sort is simply ruin- 
ous. The sportsman will not only 
give the advertiser the merry 
laugh, but absolutely refuse to have 
anything to do with a concern 
guilty of such a high misdemeanor. 
The copy, too, must follow cer- 
tain clearly defined lines, and get- 
ting gay on such an important sub- 
ject would never be tolerated. 
The advertisement of the Marlin 
Fire Arms Company, here repro- 


INK WILL RECEIVE, 


53 UNION SQUARE, N.Y. 


PREE OF CHARGE} 
MATTER SENT TO MR ETHRIDGE. 


duced and marked No. 
many respects a good ad. 

Assuming that it is technically 
correct—which no doubt it ise 
there are many things to be said 
in its praise. 

The copy is particularly good, 
as there is something to say, and 
it is said in a businesslike and con- 
vincing manner. 

The illustration is a trifle unfor- 
tunate in some respects. 

The successful sportsman is the 
right character for the illustration, 
but there is really no necessity for 
cutting off the most important 


I, is in 


part of his head, nor of depriving 
us of viewing his whiskers in their 
entirety. If it becomes necessary 
to mutilate him, it would be much 
better to perform the operation 
somewhere else. 

No. 2 removes these objections, 
and gives a better layout, and cer- 
tainly a more attractive illustra- 
tion. At first glance No. 1 is a trifle 
confusing—you have to stop to see 
what it is. 
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- 
ON THE INCREASE 


Ten thousand nine hundred and sixty-six orders, 
each one paid for in advance, coming from all parts of 
the world and secured solely through advertising, is 
my record of sales for 1903. This is two hundred 
and forty-two orders more than the previous year, 
which is not a bad record, considering the keen com- 
petition among the ink houses. Just think of it! 
Not one bad debt during the year, and every cus- 
tomer willing to risk sending his money before getting 
the goods. Some people have asked: How can you 
make bad debts when you get paid inadvance? When 
a purchaser sends his check, I take it for granted 
that it will be honored by the bank, and ship the 
goods immediately. In ten years I have been bun- 
coed about one dozen times, amounting in all to about 
$50.00. This is remarkably small, considering that I 
have filled 103,479 ordets, more than fifty per cent 
of which were paid for in checks. Begin the new 
year right by sending for my price list, and then. 
figure how much you would have saved last year if 
you had used my inks. When a customer is dissatis- 
fied with his bargain, I don’t try to tell him that he is 
wrong and I am right—I simply refund his money and 
reimburse him for all transportation charges. I don’t 
believe I have an enemy among the printers, and it 
will not be my fault if I make any. My new book 
contains many valuable hints for the pressroom. 




















Address 


PRINTERS INK JONSON, 
17 Spruce Street New York 























PRINTERS’ INK. 


150 Dollars for 
Practical Ideas. 


Printers Ink is the best and most practical] 
journal for advertisers and business men ever 
published. 


* * * 


The writer believes that there are at least 
50,000 business men in this country who would 
not only be materially benefited if they read 
Printers Inx every week, but who would 
gladly subscribe to the paper if they were 
reached in the right way. 

* * * 


Printers’ Ink invites articles and sugges: 
tions which will set forth the most practical, 
direct and least expensive ways to accomplish 
this purpose. 

+ # 

This competition for ideas is open until 

June 30, 1904. 





For the best article received, as above 
stated, Printers’ Inx will pay 


$100 Cash 


For the next best article received it will pay 


$50 Cash 


and the names of the two prize winners will 
be published in Printers’ Ink after the awards 
have been made. 

As an acknowledgment of receipt for every 
article submitted that is thought worthy of 
any consideration at all in connection with the 
awards, a coupon good for one year’s sub 
scription to Printers’ Inx will be mailed to 
the writer. 

If further information is wanted, address 

Manacino Epitor Printers’ Ink, 
10 Spruce St., New York, 








